THE MARKET 
Our personal appearance can be crucial and many 
οἵ us make effort to ensure that our skin and hair 
look and feel just right. But none of us wants to 
pay the hidden price of these efforts. Those w 
sensitive skin — particularly pregnant women 
‘often react badly to ordinary skin and hair care 
Products with additives such as chemical fragrances 
and botanical extracts. Hair and skin care company 
A Bonne" Thai successfully addresses this concern 
wth ts milk product, which are far from ordinary, 
allowing men and women of all ages to benefit 
from the moisturising nchness of farm-fresh milk 


"The discerning consumer knows that A Bonne 
quality products are an innovative way 10 keep 
"heir skin and hair looking and feeling healthy A 
Bonne” all-natural products are made for individuals 
with sensitive skin and are safe for everyone, 
including pregnant women, AN A Bonne’ skin care. 
facial care and hair care products are developed to 
high standards and have been clinically tested by 
dermatologists 


A Bonne" has established an excellent reputation among consumers 
from a variety of walks of life. Generally, consumers of A Bonne’ products 
are moder, educated, conscious of their image and health, und rational 
buyers Around 70 percent are female, including students, career women. 

and housewives A Bonne" products alo appeal to trendy men, including 


students and professionals. And their appeal i spreading to an ever wider 
range of consumers 
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ACHIEVEMENTS 
A Bonne’ Thai takes pride in the loyalty of the myriad of consumers 
among whom ss products have a well-deserved reputation for quality The 
outstanding reputation of the A Bonne" range earned it recognition in 2000 
by the Department of Export Promotion of the Royal Thai Government's 
Ministry of Commerce as a Thailand Brand with quality products surtable 
for export. 


HISTORY 

A Boone" Thai began making its own bath and body products in 1999, when 
the company discovered holistic solutions of milk. Is very first product, Spa 
Milk Salt Scrub, quickly gained high recognition among consumers and 
soca became the best selling salt scrub in Thailand, The company began 
expanding in 2005, building on the success of A Bonne" Spa Milk Salt 
Scrub and eventually extending its range to include other skin care, hair 
care and facial care products ~ all of which are made to the same standard 
of excellence as the original Spa Milk Salt Scrub. The company opened a 
mew factory and warehouse in the Bueng Klo Industrial Operation Zone in 
Thailand in 2006 to keep pace with the keen demand for its products 
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THE PRODUCT 
A Bonne" products are based on the philosophy 
"bat milk is an important and effective element 
for promoting inner and outer health and beauty 
‘They combine natural ingredients and the latest of 
innovations 


A Bonne’ offers a wide range of products infused. 
with natural herbs and vitamins to restore and 
protect ll skin types. The range includes exfoliating 
products such as spa milk salt and fruit yogurt: skin 
care products such as milk power lightening lotion, 
Intensive white lotion, white and lim shower ream, 
and spa yogurt milk soap: and hair care products 
such as milk power hair serum vitamin, milk power 
hair treatment spray, milk power hair treatment wax 
and hair spa treatment 


The gentle benefits of fresh milk combined with 
the moisturising properties of collagen and alantoin 
are featured in a unique line of skin care products 
from A Bonne’. These products benefit from the 
most efective formulas of active ingredients and. 
high-standard processes, to ensure the excellence of 
their quality A Bonne? salt scrub and cream base are 
a multilayer emulsion system that delivers active 
ingredients ino the inner layers of the skin 


RECENT DEVELOPMENTS 
A Bonne! Thai swept into the Philippine market by 
negotiating an arrangement with SM that brought 
"be A Bonne’ range to the shelves of the largest 
department tore operato in the country. A Bonne 
products are now available in all branches of SM 
Supermarket and Watson's outlets found in selected 
shopping malls in Metro Manila A Bonne“ products 
are approved by the Philippine government's Bureau 
of Food and Drugs. 


Indones 
Middle East A Bonne’ Spa Milk الک‎ Scb is now 
the top-selling salt scrub product ın all distribution 
channels in the Philippines 


Just about every A Bonne’ consumer 
advertisement for A Bonne” produc 


fo 
A BONNE 


a walking 
s because of the 


health and appearance of tes skin or har Because 
‘ofthe pente action of A Bonne? products, consumers 
are more than happy to share the secret of their 
healthy and attractive skin and hair with anybody 
‘who compliments them — and they certainly attract 
plenty of compliments 


While A Blane’ is already a household name in 
hair and skin care, the company continue to build 
brand recognition by disrbuting pointof-ale 
Promotional materials such as brochures, premium 
حدم‎ and git sets through trade channel sc 
beauty shops, wholesaler and exhibition standa, and 
through the company’s own sales representatives. 
The company regularly takes part in exhibitions 
st home and abroad, in conjunction with the Thai 
Department of the Export Promotion. The company 
aho promotes the brand by sponsoring prominent 
events m the industry 


A Bonne' Thai' main webnite (www ahonnethat 
com) provides tps on skin care and beauty to help 
sustomers achieve soft radiant and young-Jooking 
skin. The website also allows customers to see 


details of the A Bonne” product ine and contact the 
company conveniently 
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BRAND VALUES 
A Boone’ Thai strives to satisfy its customers by 
making products of truly intemational standard 
And it succeeds fabulously Market surveys show 
that consumers regard A Bonne" as a high- quality, 
reliable and effective brand. Although the company 
has grown over the years, A Bonne" Thai still makes 

s products the same way it did atthe outset — in 
nana batches, with strict attention to quality 


The company takes extr care to ensure the good 
health and safety of its customers. The A Bonne" 
collection uses only natural, functional ingredients, 
and unes only a minimal amount of preservatives 10 
σερ the products farm fresh A Bonne’ products are 
dermatologically tested to ensure that they are safe 
and friendly to your skin 


A Bonne? Thai takes seriously its responsibilty 
for keeping the planet a safe and pleasant place 
to live. The company offers only earth-friendly 
products contaimng no harsh ingredients that could 
pollute the environment or harm the ozone layer. 


The A Bonne’ collection uses pure milk. 
Milk improves. the appearance and 
‘condition of your skin by eliminating dead 
skin cells and adding essential moisture. 
Milk contains vitamins A and D, which 
helps make skin soft and strong. The lactic 
acid in milk has natural beta hydroxyl 
acids, which not only exfoliate your skin 
but also soothe it. Milk is beneficial to hair 
‘because ἡ seals up the small scales on your 
hair follicles that can cause hair to Took 
all, 


‘© A Bonne’ products range from 90 percent 
10 100 percent natural. They are not tested 
on animals. 
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P-Noy's coming war 


Our world is a BusinessWorld 


THE MARKET 
Many of us read Businessworld and other dailies to 
get information on sundry issues. We watch what's 
going on--Jocaly and globally. We may keep à 
lose watch on the economy and worry about what's 
happening in the financial world Or we may ponder 
the mysteries οἵ the stock market. Some days the 
news makes us feel good. Other days it docs not 
"When all is said and done, however, our daily 
tome, on which we rely so much for information, 
wraps fh the next day. We need something more 
permanent 


Wouldn't it be nie o et an informed analysis of 
‘everything that happened during the year so that we 
can make intelligent guesses about what the new year 
will bring? OF course it would, Ard Businessworld 
deliver iti it Anniversary Report 


Because the Anniversary Report iv an extension 
of Bosnessworid's services, the format of this amcle 
fers a bt from that of the mother company. We 
believe the Annual Report is an indispensable tool 
for discerning citizens with a thirst for analysis 
‘otizens who hope that knew edge اب‎ the recent past 
‘can help hem char the future 


fret sampling of the analyses reported in the 
Anniversary Report for 2009 


THE PRODUCT 


Recovery or recession: Confidence 
amid the crisis 

Many of us would like to pretend that a recession 
is a sate of mind and that it doesn't exist if we 
don't participate. The numbers, however, make 
participation mandatory. Even when final data were 
‘announced, economic managers maintained the 
Philippines would not lip into recession. 


ocal investors have almost always looked to the 
US for directions on the global economy, a compass 
for trade and investments in export-dependent and 
labor exporting economies such asthe Philippine. 
Some bet on a US recovery before the end οἵ 2009: 
others maintained a more cautious outlook. How is 
the US doing? 


Government spending and consumer confidence are 
vulnerable to external demand, A close look atthe 
Statistics shows thatthe economic managers who 
‘thought the Philippines would not fall into recession 
need to take another look 


ACHIEVEMENTS 
Stock market poised for a rebound 


This article leads with "Stock market analyste 
are bullish local equities have hit bottom after 


Our world is a WusinessWorkl. 


BusinessWorld 
Pa aa UAI 


www.bworldonline.com 


HISTORY apo * Ladies Who Lunch is an inv 


Telecommunications set sights on 
brom 


THE MARKET 
What better place to sell electric fans than the 
Philippines? In a land with two seasons — dry and 
wet both of which are warm ~ fans are joy. quietly 


Whispering the gentle breezes that keep us cool and 
comfortable, On their own or as a supplement to 
air conditioning. Asahi's comprehensive offering 
of fans continues to make our lives just that much. 


more comfortable 


ACHIEVEMENTS 
Asahi products are Philippine-made and have been 
recognised with the PS Mark logo, which signifies 
that Asahi products adhere to the quality guidelines 
set forth by the Bureau of Product Standards of the 
Department of Trade and Industry 

High quality has also won Asahi awards from 
Prestigious and national consumer groupe The 
company ‘Outstanding 
Manufacturer of Electric Fans by the Consumers 
Union of the Philipines for ive consecutive years 
from 2003 to 2007. This achievement alone made 
Asahi a Hall of Famer in the C. U. P Beyond dat 
‘hanks to many years of continuous prow in quality 
Asahi has again been awarded the Soperbrand seal 
for 2010-2011, Asahi won its fint Superbrand 


was recognised as the 


accolade in 2005 


HISTORY 
Mike Chokee Sy gathered a few local and foreign 
business parten in 1982 10 establish Asahi 
Eleetncal Manufacturing Corporation. The goal was 
to give Filipino consumers an alternative chose in 


HOME APPLIANCES 


home appliances, specially lect fans. Three or 
four brands dominated the market atthe ume and 
their prices were high. Mr Sy, Asahi's president and 
chairman, thought consumers deserved something 


better something they coukd afford So he and his 
associates started with one product ~ the Spiro Aire 
cure n. 


Spiro Aire soon attracted consumer as a onc-fan- 
ial solution. It worked as a floor fan, desk fan, 
wall fan and ceiling fan. With s louver fromt, giving. 
"he appearance of a box fan, Spiro Aire captured 
the market, boasting convertibility, ease of we 
durability and, of course, affordability 
Asahi prospered in its int two years but, as 
with the rest of the country, it faced frenzy and 
instability during the People Power Revolution io 
1980. Downsizing and belt tightening were the order 
οἳ the day and the company offices were moved to 
the residence of one of the owners. Making maners 
worse was the longe in the international value of 
the peso. The Asahi investors, local and foreign, 
opted to drop out and sell heir stakes 10 Mr Sy 
The company had to start all over again. But even 
in the face ofthese dificulies Asahi never faltered, 
adding new products to meet demand in the market 
for small appliances 
The company operated ona small scale for several 
years, working out of a three-storey building in 
San Juan. Business was steady, but 10 allow 
growth, Asahi moved its plant to Pasig City in 
1992, which afforded ample warehousing and 
greater space The company s workforce grew 
from only four employees in the hepimning to 
over 100, producing more than 1,500 home 
appliances daily. The company now has 300 
employees and is stil growing. In 1996, to cater 
tw growing demand in the Visayas the company st 
up a depot in Cebu City. A similar warehouse has 
also been set up in Davao City 
Asahi is s 100 percent Filipino-owned family 
corporation which has become a market leader in the 
small appliance industry, with the focus on electric 


fans, Growth has been steady, averaging 10 percent 
per annum for several years. Just s when it started 
‘ut, Asahi continues to produce consistently high 
quality home appliances at affordable prices. 
Prices are affordable, but low price is not the 
main sim. High quality is where Asahi chooses t0 
exhibiting superior. workmanship and 


compete 
gamenng extraordinarily few waranty clams 
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‘THE PRODUCT 
Asahi sells more than 00,000. 
appliances à year. Is 

Tang of products is 

wide, but the 
focus is 


CFD 


fans. Every 
fan and other 


appliance from Asahi 
is manufactured in src 
compliance with government. MAS 
and intemational specifications 
All efforts are concentrate on meeting 
established standards for quality and safety 

With Spiro Aire leading the way as the company's 
Aagship product, Asahi produces more than 40 
models of electric fan. Asahi fans are not ordinary. 
Many boast unique high-tech features. Customers 
choose Asahi fans for thei bright colours and user 
friendly designs. And, more important, customers 
come back to Asahi fans for their next purchase 
‘because ofthe faultless, silent performance delivered 
by ss aluminium motors. Featuring Japanese-made 
magnetic wire windings, a carbon steel shaft, brass 


bushings and carbon stel rotor and stator, an Asahi 
motor delivers safe, worry-free performance fi 


many years. It is no surprise that he motors carry a 
five-year waranty 
Outstanding quality and socially responsible 
Features come to mind 
when discussing 
Asahi fans and 
the company’s 
other appliances 
Asahi wm de 
first. company 
lo introduce. the 
loniser cle 
fan, answering 
demand for 
products thal 
promote health 
and wellness 
The Toniser fan 
produces ions, 
which fighi 
pollution with 
mens that 
combat. airhome 
allergens These ant-polltion 
allergic es 


ements help 


prev tions such as bronchial 
rhinitis. Laboratory tests reveal 
pe effective in converting stagnant air into the fresh 

a morning breeze or by a waterfall 


air we enjoy 

And we do not even have to get off the couch to 
oy ıt Ordinary fans merely blow dirty ai around. 

Ionizer fans remove th dit and blow clean air 

Another fimt for Asahi was the introduc 
οἵ an ice and water cooling fan. It is not an air 
conditioner, as it has no compressor, but it lowers 

perature hy one to two degrees centigrade 
Tt docs this simply with water and ice. 

Electricity is expensive and Asahi is keen 10 
help its customers use less of it. To this end, the 
company improved the timer feature in high-end. 
remote controlled electric fans Ordinary 
merely switch of the fan at a specified time, The 
programmable timer does more. Yes, it switches ON 
ata specified time, so it also can be set to switch 
on ata specified time. With this feature, consumers 
von coordinate times for air conditioning to 
switch off and the Asahi fan to switch on. 

And it all happens while they sleep 


RECENT DEVELOPMENTS 
A significant innovation. found in 
Asahi high-end fans is an artificial 
intelligence function. Based on a 


Tele? *; 


temperature sensor. this function causes the fan 

spin faster or slower, depending on the ambient 
temperature 

Innovation never ends at Asahi. The company 

led out a Tower Fan in 2008 with three oscillating 

motions, one that 

covers 360 degrees. 

The three selections 

Porn 

up and down, and 

infimteoncilation 

"hat combines 

the fist wo 

‘elections. 


tu, aope dermatitis and ale Experience Quality. Experience Asahi 


The following year, 2009, was aso a banner year 
for innovative products, one of which became the 
‘company’s best selle. This industrial sand fan 
features plastic banana-chaped blades and became 
ıs consumer favourite. Another new Asahi product 
n 2009 was an all-stainless-steet ice cooker, which 
answered modem consumer demand for appliances 
"bat are attractive and easy to clean and healthy 
More new products are scheduled for 2010, all 
with specially designed features. Scheduled for 
production are Twingo, a double-headed stand fan, 
a desk fan with double blades, and a cooling fan 
that produces refreshingly cool air without the need 
for water or ke. Stay tunes. There will always be 
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PROMOTION 
Asahi let its products speak for themselves, The 
quality, reliability and affordability of Asahi fans are 
the best advertisement the company can have. And 
the reputation Asahi fans enjoy among people that 
use them is priceless. Buyers just keep on coming 
back for more 

Even So, not every consumer can keep up with the 
pace of novation in Asahi products, so the company 
likes to keep the public informed. One way it does 
this is by using its large stable of “promodisers" 
assigned io large appliance stores across the county 
("Promodiser" is a contrived word used in the 
Philippines. It combines “promo” with “advertiser 
so you can guess what a promodiser does ) 


BRAND VALUE: 
Asahi is a Japanese word that 

means Rising Sun. The name 

represents the optimism and 


g growth that characterizes the 
company's vision, The Asahi 
brand has become a byword 

> 


for the growth of the home 
appliance industry 

The name symbolises the company's forward- 
looking approach and the need to continuously look 
for new ways io improve. Indeed, Asahi is widely 
recognised to be synonymous with 
high technology, and to be 
associated with efforts 10 
introduce the latet know 
how and methods in home 


appliance manufacturing. 
Asahi alo lives to 
serve, with an afersales 
service programme that ix 
uous being updated 
and improved. Asahi paras 
and service centes can be 
oun far beyond Metro 
Manila, covering. Luzon, 
ie Visayas and major 
cities in Mindanao. Things 
rarely go wrong with Anahi 
appliances, but when they 
do, technicians are on call 
and puts are available 
1o put things right. Parts 
are replaced and units aro 
repaired and retumed as 
good as new, 
possible 
N is no wonder that 
so many Filipinos are 
dedicated fans of Asahi 
electric fans 


$ Having achieved a warranty claims rate 
as low as 0 000} percent, the company's 
Quality Assurance Department still works 
double time to improve quality and meet 
all objectives. 


* Asahi also offen many other home 
appliances. These include LPG stoves, 
electric stoves, rice cooker, hotdog waffle 
makers, oven toasters, electric kettles, 
blenders and flat irons. The company 
even makes weighing scales and pressure 
cookers, 


THE MARKET 
We اور‎ 
uncomfortable 


think of our fet unless they feel 

and painful, We don't give much 
attention to the crucial role that our socks play 
At the most basic level, they prevent shoes fro 
chafing the foot. With this in mind, socks should 
be comfortable, hygienic and also look good 
Burlington socks play this role to perfection 
ensuring that feet are protected, dry, clean and fresh 
sall day long. They abo give the wearer confidence 
hat they are fashionably clad, whether on the sports 
field or the da 

Truly 


ve flor. 
high-quality socks must combine all 
Essentials: protection, comfort, hygiene and fashion. 
While most makers sell socks that cam protect 


and give our feet. Only a handful have 


"mastered the art of science combining quality 
comfort, effectiveness and innovation into hosiery 


‘weaving together all the essentials of excellent 


quality imo the socks it produces. Among them is 
Boring 

Different 
οἵ socks, 


and there 


require diferent kinds 
are Burlington socks 
every occasion: from sporty and casual socks 1o 
ophiticated and fashion socks, from school socks 
1o work socks... for men, women and children. The 
company has taken antimicrobial protection for 
the fet o a highe level with the introduction of is 
BioFresh Flexgel and Burlington Sofigel products 
Burlington expects its product lines to expand even 
further as it strives to satay the modern generation 
f students and sports enthusiasts, and today's fast 
sawing legio of health 

Turlington is the trusted trademark 
of dhreePhilippine brands of socks: Burlin 
Performance Socks HioFresh Antimicrobial Socks 
amd Camp Socks. Puma Sports Socks and Bally 
Dress Socks are two interni 


al brands licensed 


Full Suppont 
Pantyhose 


Non Run: 
Siky Sheer 5 
Working! 
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NOTHING 


but 
QUALITY 


by the company. This range makes Burlington a 
venable one-stop hosiery wem 
right to call itself, The Sock 
ACHIEVEMENTS 

The company’s metculous approach 1o weaving 
high quality into every pair of socks if makes is 


In 1991, ihe e 
Mass Media Awa 


mpany won a special Catholic 
Tor its Burlington Basketball 
Tips. In 3002, the National Consumer Quality 
Awards acknowledged that Burlington offered the 
Most Outstanding Socks. A year later, the National 
Shopper's Choice Annual Awards presented. the 
company with five accolades: for Number One 
Socks Quality. Company 
Reputato 

n 2094, Burling 
one in the 19th An 
the other in the Nat 
Awards. In 2009. the BioFresh line bagged the Sca 
of Excellence Award in the best foot care products 
‘category. BioFresh Antimicrobial Socks went 
to win the Consumer s Quality Amant for the best 
antimicrobial socks for that year 

Burlington Socks دا‎ sill he Oficial Socks ofthe 
Philippine Haskethall Association (PBA) and other 
sports bodies such as the Philippine Basketball 
League. the Women’s National College Athletic 
Association and Liga Filipinas. making Burlington 
not only The Socks Authority but also The Sports 

"hice 


Excelence in Product 
Brand 


سی 


Socks Authority of the 


HISTORY 


the present company, was incorporated 
in 1967, the owners envisaged a business that would 
be a leader im the socks industry. Patiently and 
diligently, they laid the 
that would thrive 

n 1992, the com 


wer the years. 
any began puting. into 
action plans intended to expand its business. 
h staned by changing its name 10 Burlington 
Industries Philippines Inc. This was followed by a 


comprehensive modernization programme, including 


f its manufacturing processes 
The company now 
talian 


se occupied with their 


market antennas finely tuned to detest ever-changing 

already finely 
spond to wich changes 
ht 1o satisfy the changing 


They have 
honed their skills, ready 10 


THE PRODUCT 


Burlington prides itself in offering the widen 
range of hosiery amd foot care products: 
Burlington Performance Socks, Burlington Shock 
XT, Harlington ProTech, Burlington Techüew, 


m Soft socks, Burlington ladies stockings 
peks and other items, BioFresh FlexGel. 
and Burlngton Sofigel, Puma and Bally Socks. 
The Burlington Shock XT line comprises impact 


ing sport socks designed 10 prevent foot 


have extra thick but lightweight pads that cush 
and protect the feet heels and backs of knees against 


bruising and other effets of impacts. The yam used 


in these socks and ἂν special weaving pattem help lo 


prevent abrasion and 
Burin ings are innovative producu 
made especially as Anti-Varicose products, Yam, 


BioFresh 


BioFresh Socks promoered the use ofantimicrobial 
technology in hosiery. They have established a 
reputation as the number one antimicrobial socks 
io the industry. BioFresh Socks are treated with an 
antimicrobial (or germicidal) solution that kills 99 9 
percent of microbes, keeping feet fresh and odorless 
the whole day long. The BioFresh range includes 
other products tre 
ο and Bok reh underwear 

Puma sock, a well known sport brand, are made 
of superior cotton which are preferred by athletes 
Apart from sports socks, the Poma line includes other 
varieties, ranging from casual to 

Camp socks were originally outdoor socks but 


hahion socks, 


other health conscious p 
similar to human soll ti 
and naturally wah 
designed t relieve foo stress, bu 
M also prevents callus growth and f 
lude a full line 

Burlington Sofigel is a 
with an trai 
footwear. Is self-adhesive, reusable an 
humans Sofigel provides 
ettet 


RECENT DEVELOPMENTS 
Tn its 43rd year of making excellent quality hosie 


and accessories, Burlington has extended its pr 
line to meet the demands for evermore trendy 
BioFresh underwear Collection hs 
introduced new sets of designs that fit perfectly 
within 


nt alike 
US EPA reguli 


Another novelty in t 
Ann Leg Warmer colles 


‘colors and styles 


and children’s size 


An innovation from Puma is the Puma Dri Ph 


BRAND VALUES 


n. Burlington makes socks that 
‘weaving quality ino every pair 
ks are the ent of principles 


valued by the company 
Principles include commitment 10 the 
the training and 

v able to bener 


o expresses 


he Socks 
Burling 


PUMA 
Ori plus 


Stores in all parts of 
north 


* There are Burling 
the Philippines, from Cagayan in the 
το Zamboanga ın the south, from Palawan 
in the west to Samar in the 


a is ISO 90002008 certified 

ing thal t has established itself 

a company that applies a computerized 
quality system for the 

ire and divriuton of socks and 


stockings 


www burlingtonphils.com 
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‘THE MARKET 
Jerry Coleman once said “A day without newspapers 
is like walking around without your pants on.” ا‎ 

How could we have come so 
far without the printed word, and where would be 
tomorrow without online. publications, especialy 
in business? Business World makes sure that we are 
ever walking around without our pants 


Business World's font page, for example, gives 
you a quick look at business events making the 
news. Who is merging? Who is selling? What کا‎ 
happening with the budget deficit? Who is upbeat 


1f you are looking for further details on the 
economy, you need only Hip to the Economy section, 
or click the mouse if you are online. Or maybe you 
are worried about the finance sector, You will find 
everything you need to know m the Finance section 
A quick look at Corporate News will tell you what 
industry leaders are doing. And if you have a robust 
constitution, you can always pore over the Stock 
Market page. 


Business Word caters to C-level and top to mid 
level executives — the movers and shakers 
and other decision-makers m leading corporations 


Beyond providing accurate and rele 
news, BusinessWoeld offers 
articles that cannot be found | 


Business Word is not stati: t will continue w 
row. When the newspaper discovered thal it had 
amos saturated the corpore market, it began 

sectors that it believes will benefit from 
t business publication. They are entrepreneurs and 
college or graduate school students who will come 
the country's executives and business owners of the 
[^ 


ACHIEVEMENTS 
Business World began as just a newspaper. It then 
expanded its product range to ince, among others 
the Top 1000 Corporations annual, the Anniversary 
Report, and Highlife magazine. It also has an online 
version Ithas always strived for excellence, gaining 
recognition in many circles at home and abroad 


Most importat, BosinessWord has achieved 
a national circulation οἵ 66,000 copies while its 
online version has unique visitors of 180,000. The 
publishers are especially proud that about $$ percent 
of the newspaper's sales are to subscribers It is not 
‘sold at street stalls but in selected outlets frequented 
by hetr target market 


Areadership survey conducted by an independ 
research group revealed another achievement 
subscribers pass their copies on 10 an average of 
five other persons ~ testament to the newspaper's 
excellent news coverage and style of reporting 


The subscribers are rendsetlers and decision 
makers — leaders of business, industry and 
government, bath here and abroad. Business Weld 
fills the needs o all who want to keep up with what 
i going on m the Philippine 


BusinessWorld also proudly displays the 
Superbrands lago, awarded to the newspaper for 
2010 and 2011. This international award will help it 
Promote the news even more vigorously 


HISTORY 
Not all business newspapers are created equal 
BusinessWorkd inherited its excellence from ix 
predecessor, BusinessDay, incorporated 43 years 
before 


The fit edition of BusinessDay came off the 
press on February 27, 1967. In its maiden issue, the 
Paper pledged “competent and responsible reporting 
the news”. The newspaper expanded is operation, 
in the years that followed to keep in step with the 
growing business community, eventually making 
BusinessDay Southeast Asia's first business daily 


BusinessDay was considered a paragon of 
fairness, credibility and integrity in the journalistic 
world. The principles behind the newspaper were 

ly adhered 10 by its publisher, president and 
cedinor-in-chief, Raul L Locsin. 


‘Business Word was first published in 1987, with 
Raul L. Locsin at the helm. Unlike its predecessor, 
the new newspaper bad to compete from the very 
start with other business dailies and several other 
newspapers with expanded business sections 
Nevertheless, BusinessWorld managed to position 
itself comfortably in the overcrowded market 


Aside from the newspaper, the annual 
BusinessWorld Top 1000 Corporations im ihe 
Philippines was launched in 1987. In 1993 the 
publishers added the BusinessWorld Anniversary 
Report to their roster of publications. The online 
version of Business World which is also the fint 
‘online newspaper in the Philippines started in 1995 
They also began publishing the award-winning 
luxury HighLife magazine for high-end consumers 
in April 2008, 


‘THE PRODUCT 
BusinessWorkd is the first and leading business 
newspaper in the Philippines and the first newspaper 
In the country to have an online version. The online 
Version, at wwwbworldonline com, continues the 
tradition of joumalisic excellence on the web hy 
providing credible, relevant and timely content to 
‘he global Inernet readership 


Business World comes out on Mondays to Fridays 
‘with a Saturday edition exclusively online 


t 
BusinessWorld. 


AEGEAN SUMMER 
TRAVEL N SIME 


News, Economy, Nation. Stock Market, Opinion, 
and Arts and Leisure sections. Weekly offerings 
include the Technology (Tuesdays), Motoring 
(Wednesdays), Agribusiness (Thursdays), Property 
and Infrastructure (Thursdays), Weekender (Fridays) 
and Labor and Management (Fridays) sections. 


RECENT DEVELOPMENTS: 
Business World has recently added CODEX. the most 
comprehensive source of Philippine business news 
and information. Its an archive of Business Work 
articles since 1994 


Another innovation is EntrepreNEWS, an online 
section on entrepreneurship that i included in the. 
main newspaper once a month. 


PROMOTION 
BusinessWord promotes itself by forging strong 
partnerships and other relationships with the 
various business organisations im the Philippines. It 
increases awareness of it products with -media, 
in-house or sponsored events. Ht also takes part in 
school activities and business expositions 


Business World keeps itself in the public eye 
by holding a variety of events. These include the 
Business World Best Practices Forum series, the 
Business World Entrepreneurs Forum senes, Ladies 


Who Lunch (ihe BusinessWorld women's forum 
series), Marketing Rescue (an advocacy project 
partnership with Mar 


th and Fielden, the 
im veris (which 


5010 Anniversary Report 


Our world is a BusinessWorkd 


campuses) and the Business World Cup, an anual 
golf toumament 


BRAND VALUES 

Business Work strives incessantly to live 

reputation for integrity and authority in the realm of 
nc Journals, 


newspaper's te 
line with its web 
adress undementh. This is guerilla marketing atit 
best. The name Business World is simple and chear, 
signifying that the newspaper i about business and 
‘that the newspaper means business 


The publishers have been exible enough to 
Introduce new sections to meet the market's rapidly 
changing needs, Meeting these needs has been 
eit foremost objective, but they never forget the 
cornerstone of their beliefs: that a newspaper is a 
public trust 


AAs Business World. celebrates its 23 years in 
publication, i i» proud to have pained the respect 
of its readers and of all the people with whom it 
works 


* adios Who Lunch is an invitation-only 
luncheon forum for a variety of women, 
including business women, “household 
chief executives”, and academics. 
Participants share their insights on topics 
of importance to the empowerment of 
women. Most recently, the forum entitled 
“Make It with Makeup” busted makeup 
myths by teaching differen tricks and 
techniques that professional makeup artists 
have developed to make applying makeup 


^ BusinessWorld recently stared doi 
online live feeds of events such as the 
‘Business World Best Practices Forum seris 
and other forums that it holds. 
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Center for Culinary Arts, Manila 


THE MARKET 


HISTORY 


ACHIEVEMENTS 


THE PRODUCT 
CCA, Manila's academic programs include a tw remt cultus 
year course leading to a Diploma in Culinary Arts 

and Technology Man 

leading to a Diploma in Baking-Pastry Art 


xercise In 2009, five CCA, 


NAIT for on-the-job 


Technology Management sing ın the hitchens of th 
The continuing education programs are 

comprehensive. There is a six-month Fast Track 

Pro Chef p 


Culinary Arts Course, a 13-day Fundamental 
Biking-Pastry Arts Course, a ServSafe Certification 


Program, Culinary Team Bonding workshops a 
CCA, Manila Kitchen Lifestyle courses (each of 
which i a one-day course at the CCA Kitchen in 
Eastwood M; 


such as Facebook THINGS YOU DIDNT KNOW 


use fiers, brochur 

The flagship campaign ai 
word" CCA, M 
ToOurk 


à for be 


* Chef Vinod Varshney, the multi-awarded 
chef and program chairperson of the School 
of Hospitality and Culinary Arts of the 
Northern Alberta Institute of Technology 
in Canada conducted a clam entiled 


"Competing for Gold.” exclusively for the 
students and faculty of CCA, Manila in 
2010. 


CCA Manila president Annie Guereri's‏ ٭ 
seme of social responsibility and deure to‏ 
give back to the community prompted her‏ 
to establish in 2002 the Culinary Education‏ 
Foundation (CEF), which leverages‏ 
CCA, Manila's success to bring culinary‏ 
education to less privileged members of‏ 
society who would otherwise have no‏ 
access to the school's top-notch culinary‏ 
instructors and state-of the-art facilities,‏ 
The CEF has funded students in CCA's full‏ 
diploma program and delivered granatoot‏ 
culmary and entrepreneurial leaming‏ 
‘through its Super Manang projec.‏ 


Students inthe continuing education programs are 


Mont in the six-month FastTrack Pro Chef pro 


are career shifters After finishing a college or 
university degree, they discovered a passion for 


they could pursue ther dreams 
Most short-course students are hobby 


entrepreneurs and restaurateurs who want to lea 


‘he fundamentals of cook 


enhance her sk 


They are men and women aged between 22 and 50 


from middle or high socio-economic strata 


RECENT DEVELOPMENTS 
The indus for growth 
and expansion, CCA, Manila continues t 


y has a lot of ro 


e new tails with courses an 
that expand its reach into the marke 
In2010,CCA. Manila was busy preparing 


anywhere in the country, but which would 
serve niche markets. CCA, Manila has alo 
forged new ts-upa with international culinary 
Institutions to bring their skills. lechmques and 
will be more opportunis for students m many 


industries 
CCA, Manila entered into a 
with the NAIT in Canada in 2007 1o pe 


collaborative international trating and education 


THE MARKET 
As weage, our metabolism slows down progressively 
This makes us vulnerable to lifestyle diseases such 
as stroke, heart attack, obesity and diabetes. In 
Today's fast-paced lifestyle, we often setle for fast 
fo! meals that are rich in cholesterol and fats that 
increases our risk to aquire these diseases. There isa 
sd to make a conscious effort to maintain a healthy 
lifestyle to be able to attain overall well-being. 


One such company that puis a premium on 
health and wellbeing is Pascual 
unded global enterprise 

snd love for life 


Laboratories, a Pilipino 
with a rue pasion for h 

Through its young and dynamic subsidiary. 
Pascual Consumer Healthcare Corporation (PCHC), 
Pawcullab markets over-the-counter brands that 
serve 10 answer the lifestyle needs uf consumers 
PCHC is deeply passionate about helping people 
take control of their health and wellbeing through 
their breakthrough natural and healthcare products 
that offer superior value 

‘One product that helps people m 


tain a healthy 
lifestyle is C-Lium Fibre. Consumers can achieve 
better overall health by starting to ive tight and ive 
Fight naturally with C-lium Fibre. This 100 percent 
Natural Food Supplement is made of remium-grade 
py husk that helps maintain digestive health 
and regularity while it helps lower bad cholesterol 
levels, fats and blood sugar levels 


ACHIEVEMENTS 
Through the ye 
growth and 


ps, Pascuallah has shown aggressive 
while keeping 
sil focused on the well-being of it consumen. 


This focus has allowed Pascusllah to achieve market 
leadership in the pharmaceutical industry's over 
the-counter (OTC) wound remedy segment, in the 
phylomedicine market category, and in the unt 
pent. Iis products have also 
"maintained significan presence in the antibiotics 
cardiology and vitamin therapeutic clas 
The 1990's heralded tremendous growth for 
consumer health, and in 1995, herbal medicines 
a major thrust for Pascualab. [n 1997, 
two of its pioneering herbal products, ASCOF 
(Lagundi) and RELEAF (Sambong) were awarded 
Silver Medals atthe 25th International Exhibition 
of Inventions, New Techniques and Products bed in 
Geneva, Switzerland, Inthe same yer, the Philippine 
Department of Trade and Industry (DOTI) selected 
Pascuallab as its Golden Shell Rising Star Awardee 
The modernization and expansion of Pascuallab's 
manufacturing plant soon followed and became 
Certified Good Manufacturing Practices (COMP) 
certified. In 2000, Pascuallab became International 
Organization for Standardization (ISDheerafied 
(1809001:2000), Adding to these recognitions, the 
Chairman of Pascuallab, Dr. Abraham F. Pascual. 
received the Agora Award for Marketing Excellence. 
in Large-scale entrepreneurships Pascualab, with 


branded generics se 


became 


it subsidiaries and affiliates, is ranked the second 
biggest Filipino p conglomerate 
and ranked 9th largest among all pharmaceutical 
companies operating in the Philippines (Moving 
Annual Total or MAT, based on IMS | Qu 
2005 Drugstore Sales Report), With continuous 
development of quality and innovative products 
Tike C-ium Fibre, it has become the fastest growing 
pharmaceutical company in the industry. Due 10 
its innovative and pioneering culture. Pascual 
Laboratories was able to transform this winning 
product mio a winning brand. Today. C-lium is the 
leading fiber brand in the country 


HISTORY 
One of the decade's fastest-growing pharmaceutical 
Pascuallab has risen to become the 
Filipino-owned company in the 


companies 
seconda 


T iter 


country, As a corporation, it provides innovative 
health and wellness products and services of superior 
valve 10 ils partners and consumers, With over 60) 
years of experience in the pharmaceutical industry. 
‘thas forged valuable relationships with reputable 
institutions to conduct clinical trials on its products 
tw ensure their safety and efficacy 

Pascual Consumer Healthcare Corpo 
also known as PCHC, was established to market 
Pascuallah’s over-the-counter brands that serve 

answer the lifestyle needs of consumers. The 


young and dynamic subsidiary offers a diverse 
range of products hat include vitamins ا‎ 
Glutapbos), natural food supplements (C.Lium 
Fibre. Pro-Lacta Amargozin, Immuvit and Diaban) 
personal hygiene products (Oncare. Mouthrinse, 
OrsCare Toothpaste), and natural cough remedies 
(Ascof Lagundi, 


1n 2007, Pascuallab acquired C-Lium Fibre from 
Garsworth Marketing Inc. Today, the C-Lium Fibre 
brand is marketed by Pascual Consumer Healthcare 
Corporation 


‘THE PRODUCT 
Consumers need to be smart , even with their fiber 
intake, Iis no secret that fiber promotes a healthy 
digestive system. But not everyone knows that 
fiber is one of nature's best weapons in preventing 
a host of diseases including hear disease, stroke, 
diabetes and obesity. This is why the American 
Dietetic Association recommends a daily fiber intake 
‘of twenty five to thirty five grams. That is like eating 
seven o eight bowls of cereals ina day! 

“The great news is there's now an casy way for 
‘consumers to enjoy all the health benefits of fiber 
with CLium Fibre! Independent studies prove that 
C-lium has up to fourteen times more fiber than 
‘oatmeal or cereal. Just one tablespoon or sachet of 
C-Lium everyday i all it takes ta get all the fiber 
goodness needed by the body. This makes it more 
efective in promoting a healthy digestive system 
T helps eliminate excess cholesterol and fats. lower 
blood sugar levels, and aids in weight management. 

To ensure that the product contains no 
preservatives, sweeteners or other chemicals, only 
100-percent pure natural psyllium husk is used in 
every dose of C-Lium Fibre, and is available to the 
market in capsules, powder and convenient sachets 
Taking C-lium Fibre everyday ensures that one 
ets the necessary amount of fiber in the dict, thus 

ping one stay heathy and youthful, No wonder 
its considered the smarter fiber choice to health, 
above all else. 


RECENT DEVELOPMENTS 
lium Fibre has allowed the company to led in 
the fiber category. C-lium Fibre is the number one 
ber brand in the Philippines, and continue to grow 
year-on-year as more consumers realize he benefits 
of ding fiber to their daily diet 

In 2007, Celi Flbre was acquired by Pascual 
Laboratories and turned the brand into a Super 
Brand. On its first year alone, the brand achieved 
iremendous growth by surpassing its own sales 
targets and achieving Eight Two Million Pesos sales 
with is five SKUs: C-lium Fibre Lifestyle Jar Husk 
200g, Travel Pack 40's Husk Sachet box, C-lium. 
Fibre Lifestyle Jar 400 capsules and Remedial box 
in S's husk sachet and 40's capsule boxes. 

Callum grew by One Hundred Percent the 
following year with continuous marketing مک‎ 
ard the introduction of the C-lium Plus Calcium jar 
variant, This new SKU helps strengthen bones and. 
posture by helping prevent the reduction uf bone 
mass and osteoporosis while enjoying the mul. 
benefits of fiber 

2009 was an exciting year for the brand as C-lium 
underwent packaging changes and reconfigured its 

portfolio, Cum replaced the Travel Pack 40's 
Suchet box and Remedial S's sachet bos with the 
Habit Pack 30's Sachet box. C-lium also shifted 
its Remedial Capsules from forty capsules to fifty 
capsules without any price increase. The change in 
serving sizes helps reduce cost per serving through 


revised packing configuration while preserving 
brand profitabil 

ln the same year, lium introduced two more 
یل‎ to encourage retail selling through its سیا‎ 
Fibre Sachet Box 100s and C-lium Fibre 5005 
capsules Blister Box. Together with its introduction 
was the change in packaging Is new vibrant colors 
defined C-lium’s format differentiation — Blue for 
"he husk sku's and red for the capsule variants. This 
further highlighted product appeal among consumers 
and product superiority of سن‎ Fibre versus 
other fberbused meals. The continues product 
innovations and above-the-line and below-the-line 
‘marketing initiatives spelled the success for its fiber 
brand, growing it by 28% in 2009. 


PROMOTION 
‘Adding to the company’s thrust on health and 
‘wellbeing. C-Lium Fibre recently launched its Live 

ight, Live Right Campaign. The campaign hopes 
to enlighten people on the golden trath that everyone 
‘must start living right and having 2 well-balanced 
life to help one get rid of the heaviness brought 
about by the fast paced lifestyle 

C-Liam Fibee's Live Light, Live Right campaign 
reveals the secret 1o looking and feeling young. To 
Live Light & Live Right is made possible through 

imarter Fiber choice that allows one to lone all 

the things that may burden them from achieving 
more in life 

Women nowadays are leading fast-paced lives 

lemping to juggle work, family, and social 
sbligations which being forth a lot of stre. 
Unfortunately, a dashing family and high profe job 
means nothing i the people around them can sense 
any form of heaviness. One must make a conscious 
‘effort to make that smart choice to put health above 
allele. Through an active lifestyle and adding high 
fiber to one's daily dict. hehe can maintain good 
health that wil enable them to reach ther goals 

C-Lium Fibre, one can physically fee light. A 
healthy body will allow one to think clearer and free 
‘the mind from the perception of stress and therefore 
san resqond faster The insight of looking atrative 
and energetic resonates from being free from suce 
and womes This will eventually help the individual 
to function longer and have more time to enjoy 
things to his/her heart and spirits content. 

Furthermore, taking C-Lium daily will help one 
manage and minimize the common hfesyie-related 
diseases like hear ailments, diabetes and obesity 
Less things to worry about which helps you age 
‘gracefully. That is why the modem woman should 
make a commitment to live right by living light 
which is made possible by C-Lium Fibre 

Through the Live Light Live Right campaign. 
Cium will he turing offices spons clubs 
drugstores and gyms and food establishments 10 
share the delicious ways of enjoying C-lium Fibre 
And for living light and right, C-lium 
provides health rewards through 
its bundled. promotions in 
selected drugstores 

Consumers get to enjoy 
discounts amd ما‎ 
Tor choosing to ive light 


and right with the number one fiber brand- C-ium 
Fibre. 

A product of Pascual Laboratories, C-Lium Fibre 
is available in two forms. Ir comes in a convenient 
jar or packed in a sachet, ready to mix into one's 
favorite drink: or, if he persan is the type who's on- 
the-go, C-lium i ble in easy-to-swallow 
capsules. With either of these options as part of 
one's daily diet, it's easy to ge healthy, naturally? 
Stan living light and living right with the smarter 
fer choice - C-Lium Fibre! 
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THE MARKET 
Vitamin C is essential for a heathy life. In fact 
morethan 75 years of research supports that Vitamin 
C is required for optimal health. 

There are 300 metabolic functions in the body 
Which need Vitamin C. Many Vitamins from A to 
Z, which are essential to growth and development, 
cannot work or lose effectivity without Vitamin C 

Most animals and plants can produce their own 
Vitamin C, There are some exceptions, however 
like humans and a small number of animals who 
unfortunately can't produce heir own 

In his day and age of increasing pollution and 
discovery of new viruses like AHINI, Dengue and 
SARS, people need to take supplements to augment 
"heir Vitamin C needs 


However, most Vitamin C preparations are acidi 
and in large and constant doses are not well tolerated 
by people since they sk developing hyperacidity 

So even as Vitamin C is now widely available in 
supplement form, some people cannot take too much 
IL. FERN-C, however, is different, FERN-C is 
Vitamin C in the form of sodium ascorbate 

Since Sodium Ascorbate FERN-C is alkaline, it 
dil absorbed and tolerated by the body. With 
5 pil range of 7.5 to 7.8, one can take large doses 
οἱ FERN-C without the negative effets of highly 
acidic vitamin C tablets, like gu 
ουσ” 


irritation, 


FERN-C surely stands out in the marker! 


Aside from having high quality products like 
FERN under its wings, FERN, Ine. is also notable 
for giving Filipinos a chance to 

eam by giving them attractive 
business opportunities 


F VISION 
: DRIVEN 


FERN, Inc. is truly exceptional an its commitment 
to bring prosperity through entrepreneurship 

FERN utilizes multilevel marketing (MLM) in 
“onder osell FERN-C, FERN-Slim, and FERNCofTec. 
FERN, Inc relies on 9800 000-strong membership 
hase to distribute and sell its products 

FERN, Inc. expands its network by empowering 
members to become independent entrepreneurs 
Supported by a stale product line spearheaded 
by FERN-C, FERN, Inc has become many a 
members’ path to prosperity. Since 2003, the 
FERN Businessegosyo (the name by which FERN 
Network members refer to their busines) has been 
a stable and gainful source of income for many 
pee 


ACHIEVEMENTS 
Quat 
FERN-C is the only Vitamin C band in he 


Philippine market that bears the Quali ben 
from DSM.which speaks of trusted QUALITY 
TRACEABILITY and supply RELIABILITY 

Quali is not merely a brand but an exercise 
in awareness that choosing cheaper materials of 
incertain origin source could lead to very harmful 
consequences from the manufacturer, 
the comumer 

Having wih the highest of 
requirements and standards of registration for 
Pharmaceutical products, FERN-C was issued the 
Bureau of Food and Drugs (BFAD) Certificate of 
Product Registration (CPR) No. DRHR-1009. 


Seal 
that 


x was granted the Hal 
by the office of Muslim Affairs. It sign 
the procesies and ingredients used in producing 
FERN-C does not in any way conflict with Islamic 
Law 


Others 
From July 200910 July 2010, FERN-C was chosen to 

‘the Philippine Basketball 
Association (PBA). On February 2010, FERN-C 
also became the Official Vitamin of the Philippine. 
Basketball League (PBL). 

FERN.C was awarded the Most Outstanding 
Dietary Supplement by the Philippine Marketing 
Excellence Award Institute im 2005. In 2007, 
FERN-C was entered imo the Master Index of 
Medical Specialties or MIMS, The comprehensive 
prescribing gunde provides doctors key information 
about a product 

in recognition of is strength as à bru 
embodies market dominance and customer ly 
among other branding strengths, FERN-C was 
award the Superbrands status for 2008-2011 


HISTORY 
Founded in 2003 by a group of business 
practitioners who shared a vision of alleviating 
poverty by creating equal opportunities for every 
Filipinotrough entrepreneurship, FERN INC., i 
a SECrepiserod company which engages in direct 
selling and network markeung 

In 2004, FERN-C, a potent, high-quality Vitamin 
C supplement from Switzerland, gained popularity 
and triggered an instant demand, 1 was this sole 
product which catapulted FERN Inc. fom a start-up 
business in 2003 to being the billion-peso company 
that tis today 

FERN-C is now the TOP-SELLING VITAMIN 
C in the Philippines. This achievement was 
accomplished in less than three (3) years after 

launch, thanks to the unrelenting efforts of its 
"members, the FERN Networkers 

Encouraged by the success of FERN-C, FERN 
launched FERN-Slm, am innovative weight 
management product, in 2008. After only six (6) 
months in the market, FERNSlim also achieved 
the status as one of the Yopellingmost competitive 
‘weight-loss products in the market 

2010 saw the launch of FERNCoffee. Dubbed the 
‘Coffee Blend with More Perks", the brand is the 
only instant coffee blend with eight vitamins and 
minerals in the market and bears the QualiC and 
‘QualiBlends trademarks 

Through these products, FERN Inc. now offers the 


average Filipino a potentially rewarding business 
With the help of the Network Development 
Program (NDP), a capable support team which 
equips members with the sufficient knowledge, 
adequate skills and the right attitude to succeed in 
the business, achieving the goal and mission to bring 
prosperity to every Filipino is now within reach 
From a dream that started in 2003, prosperity has 
become a reality for many. And FERN INC. will 
continue to live this Vision until it is tained by all 


Executive Profile 


TOMMANNY TAN 
President & CEO 


Με Tommanny Tan is an accomplished busi- 
nesaman involved in the import of consumer goods 
from the US, Taiwan, China and Japan. His com- 
panis supply major department stores in Metro 
Manila with a wide range of imported and quality 
products like hardware, electrical appliances, fom 
"ure, giftware, decor, linens, and toys. 

Με Tan is also into auto trading, packaging. 
repacking, nd food retail outlet businesses. Mis 
remarkable success can be attributed to his keen 
business sense, coupled by seventeen (17) years 
experience in the rade. His family s involvement 
in manufacturing and investment banking. as well 
یھ‎ large scale importation, commercial transport, 
ete footwear and apparel trade has abo influ- 
‘nea ad shaped him into the kind of entrepreneur. 
that he is today 

Με Tan seeks to share his business knowledge, 


team focused on achieving the FERN Vi 
son Prosperity Through Entrepreneurship 

Mr. Tan is graduate of BS Computer Science at 
Dela Salle University, and has a Masters Degree 
in Entrepreneurship from the Avian Institue of 
Management 


THE PRODUCT 
FERN-C in an excellent way lo strengthen the body's 
Tewlatance ayain illnesses sch as the common 
cough, fever, and fu. FERN-C. aho helps fight the 
effects of hee radicals 

Introduced in 2001, PERN-C is vitamin C in 
SODIUM. ASCORBATE form. I is made from 
100% Quali-C by DSM Switzerland, and has been 
awarded the SUPERBRANDS Seal of Quality and 
Excellence 

Since FERN-C is alkaline, itis readily absorbed 
and tolerated by the body, With à pH range o7. 
78, lage doses of FERN-C can be taken without the 
negative effects of highly-acidic vitamin C tablets 
such as gastric irritation, bloating, and intestinal 
imitation 

TERN-C comes in capile form, each containing 
68,18 mg of Sodium Ascorbate, ` It is distributed 
by FERN Authorized Distributors located all over. 
the country 


RECENT DEVELOPMENTS 
FERNCoffee 


FERN, Inc has recently launched FERNCoffes 
an instant coffee mix infused with 8 vitamins and. 
minerals including sodium ascorbate, the non-aciic 
Vitamin c found in FERN-C. 

FERNCoffee is not just n lifestyle drink. With 8 
Vitamins and minerals in every delightful cup, i is 
coffee which improves the quality of life 

In addition 10 the natural energy boost which 
coffee gives, FERN-Collee contains vitamins BI, 


82, B6, B12, C. D3, Calcium and Zinc 

Vitamin B-complex (Vitamin BI, B2, 
Bé, B12) helps in amino-acid metabolism, 
and is essential for nervous system and 
cardiovascular system development 

Ἡ is a known fet that a person loses 
4-6 mg of calcium for every cup of coffee 
that he or she consumes. FERN mitigates 
that problem by including Calcium in 
FERNCoffee. With 37.5mg of Calcium 
per serving, it replenishes what the body 
loscsihus contributing to optimum bone 
health. 


known protectant fom osteoporosis. In 
‘combination with Calcium, it strengthens 
bones while taking care of the joints. 

Last, but not the least, FERN.Coffee 
contains Zine. This mineral, when ingested 
with Sodium Ascorbate, enhances the 
antioxidants found in coffee This in tum 
strengthens the immune system, giving 
FERNCoffee drinkers better protection 
from the elements 

FERNCollee aho boasts of having 
DSM's Quali: and Qualillends 
trademarks, which speak of the product's 
world-class quality 


PROMOTIONS: 
At the onset of the business, FERN, Inc. aimed o 
ot a good market share by selling FERN-C at PHP 
7.50 per capsule. This is considered competitive 
price in relation to other Vitamin C brands in the 
market 

For better prodit visibility and awareness uf the 
FERN Busines, FERN, Inc has partnered with and 
sponsored active lifestyle events ch os Basketball 
(PHA, and the UST Growl the UAAP), 


amd Mara 
Kaning). 

Αν an MLM company, FERN's promotional 
adivies are geared towards. expanding ἡ 
membership bme. Those included event 


sponsorship, exhibits, σσ 
Website advertiung, the uve of signages, and η 
of mouth 


RECENT DEVELOPMENTS. 

Ina fast paced and hi-tech work, E-marketing is 
the way to go. With this in mind, FERN unveiled 
it thoroughly redesigned Web wit: www fm 
com during the Leaders’ Summit. Presenting a 
‘leaner look, improved navigation and a host of 
added features, the new ste provides Visitors wi 
more mer-Ihendly experience 


‘overhaul of the 
loobfeel. drop 
down menus 
and specifie 
pae for 
members, 
products 


amd business 


opportunities 
addition 

tothe new look 

and improved 

navigation, the 

site provides several 

exciting new features such 

asa photo gallery featur 


FERN-C 


TAKE YOUR 
FIGHTAMIN 
EVERYDAY! 


DUM ASCORBATE 
FERN 


οἵ events and other FERN happenings and an 
announcements page where recent innovations and 
‘updates will be posted. 


BRAND VALUES 
FERN ne. isa κο [ΙΙ company that believes 
strikingly simple ut effective concept: Improving 
health while creating business opportunities for 
FERN members. 

This philosophy has made quality Health products 
accessible to thousands of individuals. Now, a vaut 
portion of the market is reaping the benefits of a 
healthy body while at the same time, earning from a 
generos business plan 
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SODIUM A 
FERN'C 


FERN-Slim® 


THE MARKET 


One in every four Filipine 


is the only business plan that gives 


rewards every sep along the way 


overweight as FERN Members grow in the 


Being “obese means having excessive (ie. over business 
and beyond what is considered normal") ftx in 
the body, while “being overweight” refers to going ACHIEVEMENTS: 


above one's ideal weight range 
Being ot 
concer over the years, as, apart from the social 


Following the footsteps of the highly 
| FERN-C, FERN Slim 

has also had its share of award 

and recognitione Like FERN-C 

FERN-Shm 

the Superbrands Seal 
"BFAD appr 

cenifhed HALAL by the © 

Muslim Affairs 


se oF overweight has been a growing success 


are such 


stigma which accompanies those wh 


there are actual medical risks involved. 
‘Shortness of breath, high blood pressure high 


abo a recipient of 
سا‎ 


cholesterol and a higher risk of heart ailments and ıs al 
nly ome of the few medical risks 


involved with being overweight and obese 


FERN, Inc, a company with a vision of bringing 
prosperity through entrepreneurship, seeks to ad- 


dross this dangerous health risk by bringing FERN: trate 


Slim to the health and wellness market Ν six months 
FERNSlm has ranked ıo 


FERN-Slim is a dietary supplement which 


maet 


ol food intake, but sil allows one to enjoy the selling weight 
s prodwi in de market 
FERN Slimindisributedby FERN, 
the high quality of the product In. the same company which sell 

Inspired by the phenomenal market recep- FERN-C, The Non-Acidie Vitamin C 


FERN, Ine Founded in 2003 by a group of 


tasteful pleasures 


tured by DSM Sweden which assure the market of 


tion of its primary product, FERN-C 
has mobilized its vast FERN Network to market 
FERN-Slim to the general public. To bench its 
members, FERN, Ine has included FERN-Slim as 


usines practitioners who shared 
a vision of alleviating poverty by 


one of the products a n 


creating cqui 
use, and sell in the process of doing the opportunities. for 
FERNegosyo” (another name for the 

FERN Business). 


The FERN Bosinessego 


every Filipino, 
FERN INC. isa 
4 


syo plan is very simple. tis company which 
designed to compensate τμ n 
members for using the direct sling 
product, sharing it by and network 


telling others about it 
health benefits and 
income potential, 


FERN Inc 
Filipino. through 
the me and 


and then training 
them how to be 
a distributor It 


FERN-Slim? 


and FERN 
The combination of a 


products (FERN-C, FERNSIin 
fc) a potentially rewarding busines, 


generous rebate system and three superior 

products propelled the network to reach 

more than 9800,000 members as of today 
A dream that started in 200} has become a 

reality for many today, and FERN INC, will 

continue to live this vision until prosperity ix 

attained by all 

THE PRODUCT 

FERN Slim is the “soltion-in-a-cup for those 


who need help in losing or maintaining their 

FERN-Slim works by prolonging satiety (the 
feeling of fullness), I is a product that controls 
food take but still allows one 1 


pleasures of a normal diet 
FERN-Slim contains 


a patented oil-in-water 


emulsion naturally occurring lipids 


Lipids ate a group of organic compounds which 


clade fat 


oils and waxes, The main biological 
function of lipids is energy storage. These lipids are 
palm oil coated with galactoipids (lipids that do 
not dissolve in water) made from oat oil (which is 


Just a cup 3-4 hours before your next meal and 
the effect las for up to hours! 


PROMOTIONS 
FERN-Slim teamed up with “Dr. Heal 

Hildegardes Dineros, a pioneer of harte surgery 
in the Philippines, to increase public awareness om 


the health benefits o staying fit and in shape 
For better product visibility 


warencss of the 


ered with and 


sponsored active lifestyle events such as Basket 
(PBA, and the UST Growling Tigers of the UAAP), 
at Festivals (Rowing), Fitness (Fun Runs 


and Marathons), and Motorsports (Drifting and 
Karting) 

To promote FERN-Stim, FERN, Inc has chosen 
The 2009 Binibining Pilipinas Beauties as official 
endorsers 

As an MLM company, FERN's 


are gens 
membership bane. Aside from event sponsorships, 


‘other promotional activities. include exhibits 


newspaper and internet articles, leaflet and fyer 


the use of signage’ billboards, and w 


RECENT DEVELOPMENTS 
FERN, Inc has recently launched FERNCoffee 
an instan coffee mix infused with 8 vitamins and 


minerals including sodium ascorbate, the non- 
acidi: vitamin e found in FERN-C 
FERNCafiee is not just a lifestyle drink. With κ 


FERN. .OFFEE 


L 
E coffee mix "MORE per 


uali-Blends. 


coffee which improves the quality of life 
In addition to 
coffee gives, FERN-C 
12. ΜΜ. BI2. C. D3, Cale 
Vitam 
helps in a 


ος contains vitamins BI 


Becomplex (Vitamin BI, B: 


iving FERNCoffee 
the elements whi alleviating stes 
TERNCoffee aho boasts of e 

i-C and Qualilllnds trade 


mp DSM's 
which speak 


the product's world-class quality 


BRAND VALUES. 
FERN Inc 


pt Improving 


generous business plan 


AOAPPROVED THERAPEUTIC CLAI 


NON 


mt 


FERN-C' a 7۔۲۴۸۷‎ 


THINGS YOU DIDN'T KNOW ABOUT 


‘© FERN-Slim can help in weight manage- 
ment even on a long-term basis... Since 
FERN-Slim has only natural ingredients 
there are no harmful side effects, PERN: 
nly help one lose weight by 
intan the ideal 


© With FERN-Stim, discipline for appetite 
comes in just one small cup! "You 
san est anything. Just not everything" 


* FERNe 


Cy (networker) can eam high. 
FERN stockholders in any 


given mon 


® FERN, Inc ls partner of the Gawad Kal 
inga (GK) BayanAnihan Project. Through 
the help of FERN, GK has produced a 
FERN Farm in Botolan, Zambales, The 
TERN Farm is a sustainable vegetable 
planting program which can sustain the 
consumption of sixty (60) families over 


IMS 


SS 


WEIGHING SCALES| 


‘THE MARKET 
Weights and measure are one of man's greatest 
and most important invention. Throughout history 
the need for weighing have develop and grow as a 


necessity for everyday living, The bathroom scales 


used at home, the weighing scales used 
market and the analytical and precision balances 
used for medicines have distinct feature that people 


are looking for in a weighing scale 


The ability to weigh things is significant on how 

industry, people or things work. The market vendor. 

selling vegetables have different requirements from. 

the banana industry exporting products to other 

counties. The poultry business weighing chicken 
nt from 


have different requi he agricultural 
businesses weighing pigs and cows, But all users 
demand certain qualities on their scales. Accuracy is 
ne, Precision i another, Dependability is third 


Periodic testing and calibration of weig 


This is to ensure that 
weighing measurement is accurate and customers 
are getting exactly the valve of product 
purchased. It is the requirement of the 


Philippine government to protect the eights) 


By any measure, First Philippine Scales 
Inc (FPSI and the Fuji scales i manufactures 
have been recognized in the Philippine: 
‘the International market, FPSI, a proud 
Filipino-owned business is known to be 
the maker of Accurate, Dependable an 
Economical Weighing Devices. 


ACHIEVEMENTS | 

۲۳۶۱ offers hundreds of kinds of scales 

most of them considered “legal for trade 
meaning. they meet the standards set or 


commercial use, Fuji Scales can be bought all 
‘over the country 


FPSI have more than a thousand 
dealers nationwide, including the country's leading. 
hardware stores, such as SM Hardware Workshop, 
Ace Hardware and Robinson's Handyman. With 


its comprehensive and integrated. manufacturing 
facilities, FPSI is able to customize scales amd 
systems in onder to fit the various needs of the 
market 


The quality and superiority of Fuji Seales have 
heen recognized in the country with a few dozen 
awards under its belt In recent years, they lave woo 
the National Consumers Quality Award for the Best 
Distributor of Prestigious Global Brands of Scale 
the Excellence Award for bing the Top Scale Brand 
‘of the Year The Fuji Scales have also established it 
name abroad like the Intemational Award for Best 
Trade Name (Spain) and the Intemational Trophy 
for Quality (Franco) 


Fuji Seales and FPSI have first gained the 
Superbrands Award in 2007-08 and. this year. have, 
‘once again, received the esicemed Intemat 
Superbrands” Award for 2010-2011. 


HISTORY 
The phenomenal success story of First Philippine 
Scales, Inc (FPSI) is inextricably bound up in the 
mory of its founder, Mrs 


Amparo Policarpio. 
Her vision, inspiration and det 
Fist Philippine Scales what it is today. Mrs 
Policarpio was hom in Samar into a family of 
mast means. When fre gutted the family 
home and destroyed almost ever 


ened, she started teaching 10 
Parents get by She ter married and moved 
to Manila where she cor 

make ends meet, Mes. 


board and lodging for her kababayans 
(people from the same province) 
repacking squash seeds, selling popcorn. 
selling face powder, selling ceramic 
chen bought from Chinese trader 
wholesaling sacks of rice. piggery 


business, and many 


ther. 


In 1968, Mex Amparo Policarpio started 
a trading irm importing vanous types of weighing 
scales from Taiwan, Japan and the United States, 

Taiwan dollar depreciated 


However. when the 


sometime an vd orders placed prior to this 


depreciation were not served, Mn. Policarpio 
decided o go into local production 
In 1975, she started the company under the 


name Philippine Scales Industries. With a single 
employee and four old machines, she started her 
Because she was a teacher 
nd lacked technical know-how, 
unexpected problems resulted 10 numerous failures 
and frustrations: not a single seal 


by profession 


was produced. 
In order to cope with the loses of the company, 
Philipine. Scales 
other products such as washers, bottle opener, 
window hinges, folding beds, chairs, strollers, 
and many more to support the production cost of 
anufacturing scales. She juggled her teaching 
career with managing the business. But, eventually 
er employees demanded her presence fulltime 
even threatening to quit en masse if she did not 
elf entirely ta the company, So she gave 
up teaching and dedicated herself o making scales 


1433. 
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In 1978, Fuji Scales was born. With the support 
from her family, fiends, suppliers, banks and 
government agencies, Mrs. Policarpo persevered 
and later excel in a fied once exclusively a m 
preserve 


In 1983, the company, by then named Firs 
Philippine Seales, Inc. (FPSI) began a major 
expansion program, transferring i office and plant 
from Caloocan to Malabon where the fact 

wene much bigger and beter 


In 2000, the company opened its first 
branch in Davao City 


in 200, ΕΡΒΙΝ Japanese supplier 
asked The” company to start making 
mechanical weighing scales under OEM 
brand Ishida. FPSI took up the challenge 
and passed its srit quality conti 
standarda and paved the way for their 
export market 


THE PRODUCT 
From. manufacturing of quality 
lipine-made mechanical weighing 
ex FPSI later on excels in designing 


and manufacturing customized scales 
suit customer's requirements The company 
is able to offer comprehensive lie of products 
whether for special sizes, features, automation or 
software development 


FPSI offers a wide range of quality product. The 
mechanical scales it offers include the Fuji Table 
Scale, Hanging Scale, Automatic Platform Seale 
Beam Platform Scale, Foldable Baby Scale and 
Livestock Seale, among others 


An important feature designed for Fup mechanical 
scales is its anti-microbial coating system that 
contributes w a safe, clean, healthy and comfortable 
environment, which prevent the sh of infection to 
user. The system kills bacteria, viruses and fungi to 
prevent and iahibit reproduction. 


FPSU' electronic scales range from conventional 
electron scales such as table, platform and hanging 
scale) to higher-end devices such as ts Automatic 
Rice Packers, Check Weigher and other customized 


Fuji weighing scales have a 
year waranty ss its added feature 


make customer even more convinced of the 


product's good quality and service 


the services FPSI 
on and calibration of weights 
"weighing instrument that comply with 
imiersatonal standards FPS extends ts services by 
offering service and repair of all type of weighing 
devices 


RECENT DEVELOPMENTS 
AS part of its commitment to quality and 
accuracy, FPSI has set up its own in-house 
calibra laboratory for weight and balance 
The standards employed in the laboratory are 
comparable 1o the memanonal aratris and are 
traceable to the PTB-DKD Labo 


162004, FPS! calibration laboratory was accredited 
by the Department of Trade and Industry's Philippine 
Accreditation Office with cemifate no. LA- 
20010608 for its recognition by the Internationa! 
Organization for Standardization (ISO) a stipulated. 
in the 15901160 17025:2005 à received 


12 2008 FPS! began exporting outside Asa, with 
it products clamified as "legal for rade 


In the same year the Department of Public 


Jerod ISO 90012008 
for Quality Management 
‘System for it compliance to demonstrate 

دش 
enhance c‏ 


requirement لس‎ 


satisfaction through etfective 
pplication of the system, 
including continuous 
تمہ مر‎ and 

amunng conformity 

amd ea 

requirement 


PROMOTION 
In promoting its products FPSI covers 

the entre Philippines by adverting. taking 

part in exhibitions and road shows, organizing 
Seminars and technical presentations, and giving 
جص صلی‎ on radio and television 


Being commited Wo quahty and dependabil 
FPSI works hand-in-hand with the government 
agencies such as Department of Health for Ming 
weighing scales that monitors the health of children 
throughout the Philippines. Also, the Ti 

ng Bayan (national weighing scale) pro 
atm o protect the night of consumen to accurate 
measurement of everything they purchase 


Every year, as FPSI 
celebrates another 
Customers hae 
always been par 

s celebration 
Recently, FPSI again 


offered its special 
amnivenary — promo 
named 23-1" wherein 


dealers are able to get 1 
free scale in every 23 unit 
purchase that Ls from August 
21 to September 21 


BRAND VALUES 
FFPSI is proud 10 be the most innovative 
manufacturer of weighing devices in the 
Philippines, and is especially proud of 
beng the maker of the country's premier brand, 
Fuji Scales. It has built a reputation for making 
accurate, dependable and cconomical weighing 
devices that fully deserve the "legal for trade 
m 
FPSI is commited to total quality. 
T cominus 10 develop and 
improve is manufacturing 
standards and quality 
control for all the products 
makes, The same applies 
Ίο all weighing devices 
FPE imports and distributes. 
The company is determined 10 provide 
"more top-quality weighing devices, enhance its 
manufacturing capabilities and improve ts customer 


Quality products and 
am the company's 
primary objectives, 


and these atinbutes are 
synonymous with the Fuji 
brand 


* The biggest-capacity scale that FPSI has 
supplied was used to weigh a 220,000. 
kilograrmme ferryboat. The scale was fint 
‘sed in 2002 and is tiim use today, 


* One FPSI scale can measure weights as 
low as 0.00001 gramme, The scale is used 
in the company’s calibration laboratory. 


‘© For many years FPSI scales have been used 
to weigh marine creatures such as κα liom, 
dolphins and whales. 


scale as well as lost counter weights in 
‘conventional platform. 
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THE MARKET 
in the Philippines, bread has always been more than 
a staple. It is often considered a bonus 

trea that ads a itle luxury to life 


Based on the later, it is evident that bread 


a special 


manufacturers are mushrooming in the seme 
all competes 1o pave its way to a higher market 
Gardenia is one among these and it stays superior 
in the field. Though consumer's behavior changes 
from time to time, Gardenia can provide different 
enses o view their demands 

Gardenia slogan. 


own" isnot justam empty boast. Gardenia products 


‘So good, you can even eat iton 


that tickles the taste buds with texture that cares 
the pale 


They are good for you in so ma 


mot least because of their nutritional value. And this 
outstanding quality comes at prices that do not make 
a big hole in your pocket 

success is found not only 
baking 


exact standards adhered to in preparing. 
and packaging its product, and the efficiency of 
the distribution system, which puts the products on 
your plate in the freshest possible condition. And 
the entire proces takes place in an atmosphere of 
wholesome cleanliness 

To satisfy demand, Gardenia makes full use of 
a plant in Biftan Laguna covering the main cities of 


Luzon and the Visayas 


ACHIEVEMENTS 
Twelve years ago, Gardenia was a simple bakery 
producing white and wheat brea 


BUSINESS 


distributed κ 


30 


supermarkets im selected cimes in Metro Manila with 
seven delivery trucks. Now the company has a wide 


range of bakery products and a let 


175 delivery vans and trucks. Gardenia is the 


widely distnbuted loaf brand in the county € 


Teaching as far as the provinces 
Eastem Visayas 
Gardenia follows 


Organization for Standardization (ISO) and Hazard 
Analysis and Critical Control Points (HACCP) 


For five consecutive years, from 2004 1o 2008, 


the company was mm 
Bread Manufacturer by the C 


the Philippines 
Gardeni 


Superbrand status før the Sth ume fori continuing 


market dominance. longevity 
loyalty and overall market accep 


HISTORY 
in early 1997, QAF Lid, through Hs subsidiary 
mem 


ngapore) Me Lui 
established Gardenia Bakeries (Philippines) Inc 
QAF, already the maker of the leading brand 
of packaged bread in Singapore amd Malay 
rand to the Philippines 
when it opened the country's first fully automated 


and computer c 
‘Gardenia Philippines started ts operation 
with the state-of-art bread factory rated as one of the 
end manufacturing facility 


J manufacturing plant 


most modern large scal 


in the Jis ighly-auto 


ntry. ated and major 


equipment come from the best bakery equip 
iland, UK and USA 
facturmg company m the 


suppliers from Germany, H 


making it the leading 
Philippines 


The plant itself contains different production 
lines that consist οἵ loaf ines, bun line and snack 
lines. The company’s original loaf line produces 


2,000 loaves per hour. In 2000, the bun line was 


kde. On the following year, the company added 
a Toa line with a capacity of 4,000 loaves per hour 


Recently. Gardenia built a more sophisticated loa 
Jine that has the production capacity of 6,000 loaves 
per hour, All in all, Gardenia produces 650,000 
Yosves and buns per day 

With the company’s new production capas ty 
extensive distribution network, Gardenia is expected 
to grow continuously in the future 


THE PRODUCT 
Gardenia breads have the qualities of pood bread. 
exactly what consumers look for, It has the good 


taste, freshness, freshly baked aroma, softness, and 
πανε value thal are truly worth the world-class 
experience. The wide range of Gardenia products 
ate cholesterol, transfat- and bromate-free and 
are fortified with vitamins and minerals for better 
Apart from its best-seller Classic White Bread, 
Gardenia also offers a line of Healthylicious bread 
High Fiber wheat bread is made from 100-percent 
premium whole wheat and sweetened with honey 
High-Calcium. Milk Bread 
benefits of extra calcium and the rich, creamy taste 
of milk in every bile. The Honey Oat Loaf features 
Quaker oats and natural honey. The Sugar-Free 
T2-Grain Loaf contains 12 different whole grains 
and seeds making it ideal [ο diabetics and weight 


fers consumers the 


‘watchers. Gardena further delights its consum 


ra 


ΜΗΝ its Flavoriious category, which is a vanety smoot which further guarantecs consumers 
fruiflled and chocolate-hiled loaves. These of butterscotch candy amd that they get only the best and 

include California Raisin Loaf, Chocolate Ch ۔‎ aper 

Loaf, Double Delights and Black Forest Loaf, which 

combines chocolate and cherie. Double Delight 


product from. Gardenia 
given is finest ingredients and 


mhisicated manufacturing plant 
loaves deliciously combine sweet and savory : m Gardenia’s Nutrition and W 

ors like Choco Ripple-Mocha Marble which i ing al 7 team conducted a Sch 
a fusion of chocolate and mocha laced with ipi 0 to inculcat in the minds 


1 Nuti-Tour 
children the 


of chocolate and Ubelicious and Cheesy Twit! br " importance of proper nutrition and a healthy 
which is a combination of rich cheese and the well- perfect snack item devel lifestyle. Children are also pers 


to 
loved classic ube favor Garde um 


incorporate Gardenia products in the 
The Double Delights varieties are abo avaiable rm freshly ba daily die 

in small packages called Mini Wonders. Thus f Gardenia Enriched (πας White As part of t effort to boost its brand 
the market trend towards smaller, more affordable Bread costed with creamy hue, awareness, Gardenia allow» students and 
sizes for premium produc sprinkled with sugar and the public to tour ts plant to promote 


Gardenia offer. twe other cinnamon powder sm understanding of modem bakery 


unique flavored product» in baked 10 a light golden methods and the importance of read in 
its Mini Wonders line, the crisp. daily marion 
Mongo Loaf, which marries Aude new 


the sof, chewy goodness of products, Garden BRAND VALUES 
Gardenia bread with plump. wem im Looking to the future, Gardenia ix 
wma mongo (mung more vided by what management refers 


beans), and the Ube Loaf advanced 40 10 as the four Ps: products, plan, 


with inviting, creamy ube hour bread manuf process and people. The pillars 
swirls plant in Binan which] of Gardenia's success are its bet 

Another Filipino favorite dee proda quality products made with premium 
from Gardenia sts pandesal capacity, This plan ingredients and exclusive formulas that 
Gardenia offers regular has an advanced are produced in a world-class bread-making 


ally developed 


variety aimed at he break fast ıa passion for growth, innovation and consumer 


rares even bak For theo se that, 


complete the bun line ae from tongue to tummy, is ane 10 savor. 


market. To provide them variety, 


wing Mindoro, Panay 
peach mango filings has been expanded wo include. and Negros islands, it expanded its reach 


Twiggie. The Twit 


prised of moist. Eastern part of the Visayas serving the m 


soft and flavorful singleserving snacks available (sla 
and just plain cakes Twiggs Billed the country’s Roll-On 61+ 

wo (RORO) sau 
flle includes Chocolate, Ube and Yellow Cake. through it fee of company. 


with fln 
cakes δεν 


la line with the Gardenia snacks is 
and delectable flavor 


vened Fonder tracks 


I variants inspired 
filled w PROMOTION 


creamy goodness of chocolate Gardenia pr 


ube, cookierandercam,” rocky health-g 


road and choo 


ate strawberry strates 
These product lines which are White Bread 
wide Fiber Wheat. Bread 


into its specialty certainly pr 


RECENT DEVELOPMENTS Breakfast campaign where Q 
Gardenia continues to keep up is - being reminded Ὁ 
record of successful launches of portance of having 
new products. To cater to the rapidly t dered as 
growing demand from the health 

conscious, Gardena launched Slim other is the Healthy is 
& Fit Wheaten Bread, the first 


THINGS YOU DIDN'T KNOW ABOUT 


health bread loaf in the county onsumers that Gardenia rendu 
wih L-Camitine that may help wh Fiber Whole Wheat Bread naang 
bum excess fat. Gardenia Slim & 5 the ideal partner 10 stay fit as it 

| made delicious with hooey and o Gardenia is one of the pioneers ما‎ introduce 
which helps in weight management made healthy with fer that helps ° folte-ortified bread. The company offers 
and in reducing the risk of heart o elus uictnd ted la tee country that 
disease. For its favorlcious line rover, Gardenia launched offers 60% of the daily required folate 


Gardenia has captured the lucio 


intake with just wo slices of read. 


THE MARKET 
"Mr Watson, come here, | want to see you" The 
world has never been the same since Alexander 
Graham Bell, inventor of the telephone, uttered 
those famous words in the world’s fint phone 
‘conversation so many years ago. The last 20 years 
have seen more changes in clecommunications than 
the previous 10 years and Globe Telecom Inc. has 
been nthe thick of things. Carrying out its mission to 
transform and enrich lives through communication 
Globe Telecom works continuously to make grea 
things possible. If Bell were alive today, just what 
would he have thought of Globe Tattoo broadband 


In keeping abreast of consumer demand, Globe 
Telecom provides two crucial services: mobile 
telephony and broadband. The mobile telephony 
service encompasses Globe postpaid plans, Globe 
prepaid lines, Globe prepaid reloads and Globe 
mobile data services Globe Tatoo" broadband 
provides mernet mobility 


The broadband market seeing 
double-digit annual growth, 
lobe Telecom expects growth 
"o continue at this rate for the 
next three to five years 
Globe Tatoo broadband 
caters do teenagers. and 
Young adults up to the age 
SF 90 from all social rata 
These young people have. 
a strong need ما‎ express 
their individuality They 
have a keen sense of 
their own worth and 
they want the world to 
know their opinions, 
These young people 
are drawn to Globe 
Tatoo” broadband 
because only 
Globe. Tatoo 
broadband gives 
them superior 
connectivity 
and a sublime 
experience of 
convergence. 
wherever 
they may 
be. 


ACHIEVEMENTS 
Globe Tattoo broadband was bor ın February 2009. 
Since its launch, Globe Tattoo broadband’s sales 
have never stopped growing. The subscription level 
in nomadic broadband grew a phenomenal 607 
percent in that year. 


Il is no surprise that Globe Tatoo broadband, as 
an industry leader hasbeen awarded the Superbrands 
seal of excellence for 2010 and 2011. Globe Tato 
broadband intends 1o capitalise on this award by 
proudly displaying the Superbrands seal to promote 
its services even further 


HISTORY 
‘Globe Telecom Inc. came ito being on Aug 
199 when the company officially changed its name 
from GMCR. In February 2000 Globe Telecom and 
i principal shareholders, Ayala Corporation and 
Singapore Telecom International Pre Lid, entered 
oa general agreement with Islacom and DeTeAsia 
Holding GmbH 10 combine Globe Telecom's 
and lacom' businesses and operations. The 
company has passed many milestones since 
hen. 


In 2007 Globe 
announced at it was 
diversifying t emer de 
booming broadhand market 
The company increased i 
Imvestment ın cabling and wire 
ines to buikd robust broadband 
internet infrastructure. The aim 
was do compete more aggremuvely 
with Philippine Long Distance Telephone. 
Company (PLDT), which used its wire 
line infrastructure 10 get ito the broadband 
business 


Telecom 


{monly ashor penod. Globe Tatoo broadband 
(nomadic broadband) and Globe ΜΜΑ. (fixed 
wireless broadband) have become real winner 四 
the market. Globe Tattoo broadband, especially, 
is now as familiar to the younger generation as the 
mobile phone 


THE PRODUCT 
Globe Tattoo broadband (formerly knows 
Visibility) utilizes a USB stick that works as a 
modem. Users simply plug the stick into their PCS 
or laptops to surf the web anytime, anywhere. 


Thind-generation (1G) and high-speed downlink 
packet access (HSDPA) technology allows high. 
speed connectivity and therefore fast downloads 
With Globe Tattoo broadband, user can experince 
speeds of up to 2 Mbps. Social networking, chaning. 
blogging, emailing and even streaming music and 
movies can be enjoyed at an affordable price. 


The Globe. 
Tattoo 
broadband 
prepaid 
kit comes 
withafiee 
P100 
load 


equivalent 
uw five 
hours of free 
memet time, 
Thereafler it 
costs only PS 
per 15 minutes 
of connection. 
Reloading is 
u simple m 
reloading a prepaid 
mobile phone. 
Postpaid plans are 
alo available 


Globe. Telecom. 
also offers a plethora of 
services and products in 
the mobile, internet and 
convergence areas. 


For mobile phone users, UnliTit All Day allows 
subscribers to send unlimited text messages to other 
Globe or TM subscriber all day and al night, SuliTit 
15 allows subscribers to send 100 text messages to 
‘other Globe or TM subscribers in one day for only 
PIS. TtOther 20 is available for P20 and allows 
up 10 40 text messages to be sent to subscribers lo 
other network im one day 


Supernli, available for only P28, allows 
ıbxcribers unlimited calls and texts o other Globe 
or TM subicribers for one day. And SuperUnli 
makes unlimited texts and calls to other Globe or 
TM subscribers possible for only P150 for seven 
days. Subscribers are free to connect non-stop with 
family and friends anytime and any way they want 


Mod is the world's lightest fully loaded phone. It 
lets subscribers personalise their mobile experience 
in a simple and affordable way. The phone's looks 
and features can be modified in an instant, simply 
by changing the Modu jacket. Stylish phone covers 


come inan interesting range of colours and designs 
Subscribers can select, collect, and swap around the 
jackets as they please. A look and style is available 
Tor every day of the week: 


And, of course e Tatoo 
broadband کا‎ tweet away with Twitter. What is 
more, Globe Tatoo broadband allows subscribers 
to use mobile Plurk. Plurk is a social networking 


and micro-blogging service for sending out updates 
known as plurks, which are similar to tweets, but 
With a timeline added. Globe Telecom subscribers 
san send and receive Plurk text messages for as lite 
as P1 per message. You can also post unlimited plurk 
posts for only P20 per day ~ a prise that includes 10 
free private messages 


RECENT DEVELOPMENTS 
Globe Tattoo broadband WiFi makes anywhere a 
WiFi hotspot, Globe Tattoo broadband WiFi i» a 

ation hat turns any place where you have 


ool inno 
your mobile phone into an instant and affordable 
WIF hotspot. Subscribers cam share their Globe 
Tattoo broadband WiFi hotspot with family and 


mds anytime, anywhere 


The Gh 
well as allowing connection to the internet, now 


we Tatoo broadband USB stick, as 


allows users to make phone calls. With the Globe 
Tattoo broadband sick plugged into a PC or laptop. 
subscribers can now make calls anywhere m an 


PROMOTION 
Globe Telecom advertises its services and 


products on radio and television and in broadsheet 
newspapers as well as on the intemet. Examples of 
services promoted recently are UnliTracker, Surf 
All Day, and UnliChat. UnliTracker, for example 
lets customers know where their family and fiends 
are, and to find places they wish to get 10. With a 
few keystrokes on your mobile phone, you can keep 
abreast of the movements of your children, or locate 
establishments anywhere im the Philippines 


The Globe Telecom blog also gives access to 


recently is Foursquare, an awesome tool f 
subscribers o tell people where they are, and κ 
share tips about their favonte plc woe 


Promote Foursquare Globe 
Televomrecently offered 
prospective 
subscribers fee 


of charge f 
weekend 


1 DAY UNLIMITED SURFING 


FROM GLOBE TATTOO BROADBAND. 


TEXT 


SUPERSURF5O 


ro 8888 


PSO LANG! 


BRAND VALUES 
When people scc the Globe Tattoo broadband logo 
they recognise something representing a word. 

a service that is superior, of the best 
quality and comfortably affordable, 


Ease and relevance are Globe Tattoo broadband's 
watchwords. Globe Tattoo broadhand's approach 
is to overcome obstacles in telecommunications 
techno simplify everyday 

unications Globe Tatoo broadband beings its 
customers closer to what matters most to them. It 
delivers services that are relevant 


customer needs 
and are easy to understand and use 


Globe Telecom is co 


mind to being 
responsible corporate citizen. For sev 
it has included an account of its corporate social 
responsibilty measures in its annual reports, In 
2010 the company published its corporate social 


responsibility report separately to highlight various 
had an effect on ls three bonom 
environmental, Glo 


hand figures strongly in the company 


initiatives that ha 


efons, ما‎ serving the community, Globe Telecom. 
uses the same skills, focus, and integrity that make 
Globe Tatoo hr 
subscribers 


Globe Telecom pledges to continue 
leading. the... delecommunications 
industry im the Philippines, and 
e proud to have Globe Tuto 
broadband bearing ix standard 
gh. riding... forward 
‘wth 
vel 
Superbrand. 


the « 


Super Surf gives subscribers unlimited 
acces 1o the internet using their Globe 
Tattoo broadband USB or mobile phone. 
There are two variants to choose from. 
Super Surf $0, which gives one day of 
unlimited surfing, and Super Surf 220, 
which gives five days of unlimited surfing 


in black, orange, and blue. Customers 
choose the skin that most closely reflects 
their personalities and hfestylex 
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THE MARKET 
HeahhNews a publication of The Manila Times 
Publishing Corporation, is your total guide 1o a 
benter ie 


Now in its 14th year, HeathNew’s longevity and 
lasting appeal comes from its essential strengths 
and clear aims from sts conception: high-qual 
information and high-quality wrong 


HealthNews readers represent health-conscious 
Filipinos, These are individuals that value health 
fitness and those that want updates on the latet 
medical breakthroughs, health issues and various 
health-care tips 


Seventy five percent of its reader belong W the 
AB socio-economic class, and 25 percent the C clam. 
OF thin avid readership, 75 percent are female. 


ACHIEVEMENTS 
The premier health magazine in the Philipines, 
ealthNews has been recognized by the country's 
health industry 


bas engaged. im partnerships with various 
ih organizations such as the Philippine 
Medical Association, the Philippines Society of 
Endocrinology and Metabolism and the Philippine 
Meart Association, among others 


HealhNews takes great pride in the fact that 
it teamwork and effort have been recognized by 
industry experte 


The magazine was awarded Superbrands status 
in October 2009, in recognition of a brand that 
encapsulates real substance real substance that a 
legion of loyal readers pays close attention to 


And, of course, capturing and holding the 
aention of readers that is the reason for the 
magazine's existence. 


HISTORY 

Established in December 1996, HeahhNews has 
undergone many permutations. Int early day it has 
a newspaper format and was printed on newspaper 
in black and white Its content came mostly from. 
foreign wire services and syndicates, and it was 
published weekly 


HealthNews has always been staffed by 
professional journalists, but now iti a modem, full- 
‘colour, monthly magazine, with a mare design, full 
‘of upbeat and stylish content covering the country’s 
most important health concems and whiter by 
Filipinos for Filipinos 


HealthNews has its share of challenges long the 


Celebrity 
Advocate BA 


for Children - 


staffing problems, lte-ling and sometimes 
ὑπ μον 
a motwombde gofwar between editorial 
and advertising deparments. But facing and 
‘overcoming these obstacles helped MealthNews 
manure and reach the prime of life for a magazine 


‘THE PRODUCT 
HeathNews aims to cater to the health interest of 
every member of the family. The magazine offers 
focused sections with monthly theme for ns main 
features, based on the annual health calendar ~ for 
‘example Diabetes Awareness Month, Breast Cancer 
Month and so on. 


The Medical Updates section contains brief 
mew term about the latest medical breakthroughs 
in e Philippines and abroad. The Features section 
showcases in depth discussions about current health 


For exercise buffs, Fitness Forum offers a variety 
οἵ fitness and sports articles For lighter reading, 
Celebrity Corner features celebrities who advocate 
health and give voice o heir health concerns. 


The Cover Story is umally about a celebrity 
who can relate to the theme of the month. Sections 
called Baby Comer, Children's Comer, Teen Comer, 
Her Health, His Health and The Elderly speak for 
themselves 


Inside People addresses mental health issues 
Industry News talks about the latest developments 
in the pharmaceuticals and other health-related 
ios 


a board member since 2000. Dr. Gatboston lectures Ii is a happy and successful combination that 
in medical continuing-education forums and has made HealthNews the country's premier health 
conferences. Although she has a busy life, she could magazine 

‘ot resist the challenge pf spearhead " 

‘as it pursues its vision of health care for Filipinos, by 
Filipinos. Dr. Gatbonton both writes and edits and 
with her amall but devo 


«d staff. plans every issue 


HeslibNews Associate Editor Lea Manto-Beltran 

has been a magazine and newspaper journalist for 

nearly two decades Since joining HealthNews o Manila Times and HealtiNews President 

in 2004, she has been in change of day-to-day and Chief Executive Dante. 

operations and sees to ıt thar every detailed editorial 

requirement is met © “Kink” Ang first joined the company as o 
HealthNews editorial assistant 


sting to bed a sleek, classy magazine © 
month isthe task of Art Director Brian Afia, 


and e HealtiNews is circulated nationwide 


creative graphic designer Paulo Morie Santos throughs lending, Pod, angioma, 

From the creative team HeahbNews passes into (Seavenieoos shores, duparusal ores and. 

hands of the Management information System team, ther ovile. 

who transform it from bite and bytes of data 

‘printing pates * The HealthNews cover always boasts 
a celebrity who advocates a healthy 


Together, these individu 


and teams always lifestyle 

rot of their minds their goal of high 

formation and high-quality writing about © To ensure the utmost quality of he final 

ues, intended کا‎ capture and holt the product. HealthNews جا‎ printed on the top- 
o Filipinos, to make them more health ‘ofthe line Heidelberg machines 


Homemakers and gardeners ont 
read and practical pointers in ihe Gi 
Now Here's A Tip sections F 

by section called Kitchen Tips, The Kitchen Dive, health 


lovers are mptted quality‏ لہ 


Even the family pet is catered to, with animal 
such a» Bind 


section, which has regular ite 
It and Paw's Comer 
Overall, practically every area of health lı 


RECENT DEVELOPMENTS 
Keeping up wi 

company, the Manila Times Publishing 
Group, HeslhNews Inunched is Website, at 


v Ms paren 


Mi Menlhnews com ph i 


Like is printed counterpart, he website 
sima 1o be a total health guide 


PROMOTION 
HealhNew's advertising department is 
constantly creating promotional packages 
1o market the magazine, Likewise, ts 
circulation department offers promotional 
prices and contest to bring in more subscribers 


exterior networks and links by engaging in various 
partnership events and health related pn 


HealthNews contin 


campaigns 


BRAND VALUE: 
The HealibNew is 
is testament o foune 
to educating Filipinos about health مسا‎ 
Andwiththe unwavering inspiration of ealthNews's 

sf executive; Dante Francis Ang 


round to celebrate its Huh year 


er Dante A. Ang's commitment 


president and ch 
il, the magazine 
vision month after month Much 
HealthNews such a popular and well respected 
publication is due to the personality and experte 


oocentrates on completing i. 
vehat has made 


of ts staf 


in Gatbonton, who has been in 


Editor Pa nee 
since August 2002, has her own practice in internal 
‘medicine and endocrinology, trains and teach 


residents as training officer in a private ho 
han been actively involved in her specialty society an 
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THE MARKET 
People work hard ۱۸ life and they give up a lot along 
the way. But then they reach a certain point whe 

they seek to enjoy the finer things = he ia piece of 
jewelry a well-made handbag or an exquisite luxury 
sedan 


Since its inception in 2005, Husiness World 
HighLife سا‎ Tue is mission سط‎ become the 
definitive luxury resource. for those who have 


achieved much and aro now seeking the very best 
that fe has w offer 

Business World ΗΝ (ἡ 
by the Business Work, the Philippines" leading 

dally IC BusinessWorld reflects is 

readership n work, BusinossWorld Hight if eflec 
the same readership at play 

‘usinessWorkd caters 


aine i published 


business 


discerning, top-tier 
market, consisting of people who work hard and 
play hander. It is also read by their e 

relatives and frends, and increasingly by budding 


urs and young achievers who are sei U 
become the country's next movers and shakers 
Tn this sel of moder, sophisticated consumers 
who aspire for the luxury lifestyle portrayed in 
Business World Highlife 


ACHIEVEMENTS 
Business World HighLife is an exclusive monthly 
lossy magazine presented ina special large format 


Disrihuted monthly through BusinessWordd, it 
combines the coffee-able he of a magazine ith ihe 
reach o 


a national newspaper In a very shor time 
since it was introduced, i has established itself as 
the most appealing. yet exclusive, monthly luxury 
lifestyle magazine in the Ph 

This success has been its reward 

usiness World Highlife has attracted advertising 
from some uf the most recognizable names in the 


ines 


luxury goods, These purveyors of luxury 

aro drawn tothe growing set of readers who follow 

usines World High ife every month: people who 

appreciate fine craftsmanship and exclusivity 

This unique approach 

interpreted in creative visual themes 

reportage and an appreciation of space 

expresion of abundance ls interpretation οἵ luxury 
orid 


defining luxury is 


in printed form has eamed for BusinessW 
HighLie the Judges’ Special Recognition at the 2007 
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Asia Media Awards by the international publishing 
authority IFRA. 

Most recently, it was also recognized with a 
Superbrands seal of excellence, which is now 
proudly displays 


HISTORY 
Business World 
Business World, 


HighLife is a publication of 
the leading business newspaper 

First published in 1987, the 
tioned itself competitively in the 
‘crowded market for business news. Business World 
began branching oul with the annual Business Warid 
Top 1000 Corporations in the Philippines, which 
was launched in 1987 in 1993, the publishers added 
the BusinessWorld Anniversary Report 40 their 


Philippines 


newspaper pes 


roster of publications, BusinessWorld Highlife was 
launched in April 2005. 


THE PRODUCT 
BusinessWorld High ife describes the many facets 
of he luxury lifestyle through it varied sections: 

The Giffen Goods and Accoutrements sections 
are about the special things people can buy - not just 
he pood things, bu great things that inspire pride of 
ownership 


Tn the Crème de la Crème section, one can eam 
everything about looking and feeling special, The 
section tempts the reader with everything from 


scents made from exotic Rowers to 
ΑΛΑ he rarest ingrediens 


The Senses section is devoted to the pleasures 


sk 


1ı PROMOTION 


f the senses that are oul there for everyone's 


enjoyment: singling out the month's choice of different kind of society page, with social awareness As part of the Business World stable of publications, 
bjccts and experiences that appeal to the sense of pieces that aim to encourage the rich and influential BusinessWorld HighLife enjoys the same target 
touch, ste, smell, hearing, or sight odo something for the common good. readership of subscribers to Business World, along 

Gadgets at the cutting-edge of modem lifestyle The Arts and Culture pages contain in-depth, with an average of five other people that the 


is what the Tech Stocks section is all about. If there insightful discussions about up-and-coming artists subscribers pass their c 
wer Business Wold Highlife 
ional events that Business World 


jes Who Lunch forum sere 


is something new in the market, be it new weapons worth watching and collecting. about redis benefits from a 


Tor the road warrior or gadgets for your home theatre the masters, an 
system, kitchen or briefcase, you will see i here 


before anyone else does 


spotting rende organizes, such as L 


Even high flyers need time events 

10 cool their heels, 
BRAND VALUES 

An all their ventures, including Business World 

Highlife, the publishers of | BuninesWorld 


and those 
ibat do 


the Been ave excellence and distinction 
There 
Done That 


business reporting embod 


in is. newspap 
"Business Work 


things that 
they’ can add 
1o their bucket 
lists. — These 


created in Busines World 
HighLifea unique lifestyle 


pages. cover magazine devoted 
everything from 

collecting rare 
items to diving 
among the ruins of 
ancient Alexandria 


the pood life 
The publishers 
Business Word  HighLife are 
proud to be custodians of such a 


distinctive brand, and Superbrands i 
proud to celebrate such distinction 


à 


n their personal finances, so Moneytalk teaches * Ladies Who Lunch ia en مھا‎ 

them how they can preserve their wealth, and grow eps 

it too. The Favorite Things 
Health and wellbeing figure prominently and Living Well pages are about 

among the things that every person treasures. So celeb 

the Wellness section explores traditional and nod we 

traditional treatments and gives simple tips for liv 


or any cost-no-objec 
diversion Wat the 
uhra-wealthy take 
et away from ita 
The Moneytalk section 


operates on the premise, 
"he more you have, the 
more you risk losing" Even 


only 


7 ی۳ی 
οσα.‏ ہشیت کش 
by on is‏ اوت سکس 
Th ef he Fan seston ps orc’ RECENT DEVELOPMENTS da i Nae bud pak‏ 


πιο bve developed ο mak aping makeup 


ned personalities, their m 


red possessions and the way they choose 


But you must see the cuting-cd 
appreciate the carefully selected fashion brands that its website, www hig 
are put in the spotlight every month 5 

The Destination section کا‎ about travel but not luxury updated. 


just any travel destination. It focuses on out-of-the- The Editor's Blog has become a must-read 
way holiday spots and new ways of looking at old readers fascinated by the ever-changi 
luxury. The Paparazzi section cov 


má town, and features picture 


* Buses Word recently started doing 
online live feeds of events such as the 
[Business World Best Practices Forum series 
and other forums that it hol 


vw world of 


Munts. The places you visit in these pages are n s special social 
necessarily for the jet sel, but they α d 


those who Hike to see something eye-opening Mon 
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ACHIEVEMENTS 


BRAND VALUES 


7 
ION'T KNOW ABOUT 
'PING NETWORK 


«tis possible to buy products sold by Home 
Shopping Network over tbe counter - but 
only over the counter at stores run by Home 
Shopping Network. 


Home Shopping Network undertakes. 
iver the products it sells within 24 
of an 6 placed, in some 
cases delivery is made in les than three 


imple things of life that are the 
best. And what name could be more appropriate 
for the mother of sweetness in the Philippines than 
Dulce? So it began 25 years ago, when Dulce Vergel 
do Dios, Big E Food Corporations founder and 
owner, prepared, baked and sold her funt Cheese 
Coke, Staring with a household food mixer and a 
simple kitchen oven, she produced her Cheese Cake. 
0 pieces per day. Then it was a hundred, then a 
thousand, This first Lemon Square sack remains 
"be Hagship product of the country s premier maker 
‘of utritious snacks, 

Filipino mothers want their children 10 car 
healthily and Filipino kids want sweet snacks. 

So with he focus on wellness in this modem era. 
Lemon Square delivers the nutrition 

hers want and the sweetness kids crave for, 

with more than 40 varieties of 

wonderful snacks 

By understanding the tastes ofits consumers, 
Lemon Square has been able to provide 

"he Filipino market with delicious yet inexpensive 


pasties in the convenience of their favourite 
supermarket and stores. And with these, 

"he company continues to strive for excellence 
and uphold its corporate motto; "We 

bake real goodness" 


ACHIEVEMENTS 
How many of us can tum a college dream and 
college thesis into a bakery empire? Not many, but 
Dulce did, Shortly after her marriage in 1985, she 
and husband Errol Vergel De Dios turned dreams to 
realty one step at a time. 


Creative ideas and a passion for perfection 
have resulted in Lemon Square being awarded the 
‘Superbrands seal of excellence every year since 
2004, This recognition came, of course, because 
Lemon Square is the brand of choice in the snack 
cake category. 

None of this happened by accident To become 
the brand of choice requires painstaking effort to 
flr only the best taste to children while maintaining 
‘heir mother's trust that it is all good nutrition. This 
ıs not easy Making one cupcake or sandwich cake 
ıa work of an. Tuning that work of art ino a mass 
produced reat that delights and pleases the palate of. 
millions of people and can be sold at an affordable 
price is another thing altogether. The ability to do 
his may be Lemon Square's greatest achievement 


HISTORY 
ΑἹ the outset ofthe business, as sales grew, Dulce. 
hired bakers while she made deliveries in the 
"morning. She then retumed to her bakery for the 
aftemoon and evening 10 provide training and 
guidance to ensure quality and excellence. When 
Asked why sbe made the deliveries herself, she aid 
a prin: "Nobody else would doi.” Such is the 
life of the boss, 
The company was soon producing more than just 
Cheese Cake. Two years later the product line had 


in Meycauayan, Bulacan. This facility has been 
extended significantly since then 

In 1995, Lemon Square had to modemise its 
operations thoroughly to keep up with demand. It 
did vo by acquiring a state-of-the-art baking system. 


that enhanced production and efficiency, Lemon 
‘Square also adopted the latest packaging techniques 
used by consumer goods companies all over the 
‘world, The new equipment made it possible to 
produce thousands of baked products a day and, as 
business continued to grow, the company started t0 
operate its own fee of delivery vehicles, More than 
100 vans now make deliveries all over the country, 

in 2000, the company expanded again. by 
installing a sandwichicake maker. This made it 
possible 1o launch two new winning products: 
Go! chocolate-enrvbed layer cakes and Inipit 
sake sandwiches. Why chocolate? “That 
Everybody loves chocolate — everybody, 
Errol Iri hand to argue with that, 

In 2008, the company extended s reach to supply 
main cities all over the archipelago. Lemon Square 
products are now sold in most supermarkets and 
‘many grocery stores and sari sari stores throughout 
the Philippines 


‘THE PRODUCT 
Staring with the Lemon Square Cheese. Cake, 
‘the complete line of more than 40 snacks delivers 
iion and taste im keeping with the Lemon 
‘Square tradition. Flour and eggs rich in protein ae 
found in all of them. gg come from a poultry farm 
"car the company factory. Flour comes from trusted 
distributors with proven histories of safety, and the 
milk that finishes the ingredients is imported from. 
reputable companies in Australia 

Sriking the perfect balance -- making mac 
that are sweet yet not too sweet - is no hiad-mi 
απλα, Blending perfect ingredients with exquisite 
preparation and baking, Lemon Square achieves 
superior quality second to none. And this magic 
is performed on all 40 of the company's products, 
very time 

Lemon Square's products include nack cakes, 
which are filling. nutritus and easy to cat anywhere 
Lemon Square Cheese Cake is in this category, rich 
in butter and milk, Vitamin A and calcium. There 


ine offerings of snack cakes, the latest of which 
is Whatatops, a moist chocolate cupcake with a 
scrumptious deck of chocolate topping and delicioux 
‘ream filing that comes in vanilla cream, strawberry 
‘ream and chocolahat (which mea 

favours 


all chocolate) 
Lemon Square Assorted Packs contin 
combinations of different delights for sharing with 
family and friends 

Chocolate 


‘Snacks are chocolate treats and a 


filling snack, all in one pack 
The Breads and Pasties rod 
a wide selection of baked goodies perfect for any 


1 ine comprises 


The Special Cakes and Rolls range include teats 
that aro great for pasalubong and special oceano 

ing of 0 varieties makes the mouth 

Sansrival which i an incredibly rich 


creamy cake laden with cashews, to Petite Cakes 
Which are single-serving versions of the complete 
range 

Lemon Sayan 


Cookies are deal for merienda 
and parties, and perfect complements to colle 


Itin not p ducts here, nor 


ie to it all t pa 


would thelist be complete for very long. Dulce still 
spends much of her ime thinking up, experimenting 
with and testing new de 

that every 


oun and nutritious snacks 
ve wil h 


RECENT DEVELOPMENTS 


new products to the 
The company 


Lemon Square range 
ded and e 
‘cereal snacks category with the introduction 


of Lemon Square Power Pops. 


tod Hemeriawo سے‎ 

Άρα Pa! arap 

a‏ من 

hey car ennen ۷ 
ect made 6 

ro rome and ma 

tl Power Pops! Mil 

unl mad wi ral var 

pow 


snack 


PROMOTION 
Dulce is an advertising graduate 
[passionately in truth in advertising. She believes that 

ines should he. 
hat Lemon 
freshness 


"be qualities that Lemon Square pro 
mbodied in its products and ense 
Square is able o deliver its promi 


into‏ و 
and μα eventual‏ ۱× 


(fo the baking ofthe final p 
distribution, her 


ompany emnes th 


lives up to the Lemon Sq 
This means high standards are 


stage, with close atention paid to the freshness 

Ingredients, sn 

delivery and, m 
Lemon Sop 


ary food processing, and efficient 


market, making it products available wherever and 

whenever people want them. Hig E Food Corporation 

network of wholesalers and retailers, who reap huge 
the demand for Lemon Square's much 

sought-after possis 

Tis wide presence can be credited to a dynamic 

soles and marketing team Big E Food Corpora 

al direct 


a nati as well as‏ جس 


yed t 


er the Philippines A combina 


tutors‘ and hind party delivery trucks 


Square products to 


This 
allows he ο 
are delivered + 


ust and dynamic distribution system 
mpany ip ensure that it products 
Teal outlets an quickly and 
y مد‎ possible, hereby n 


always fresh. All lo 


king sure that 


tical facilities 


designed an 1o main 
Lemon Square products until they reach the 


BRAND VALUES. 
Duke had 

vamed of producing 
bewtasing and 


the highest-quality 
wes in the 
Philippines 
wd o mako 
these available 
1o millions of Filipinos at very 


reasonable prices. From i modest 


beginnings, L steadily 


grown in papal haw expanded its 
understanding 


customer base This id 


‘of he tastes and preferences o 
This dream has come ume because of Big E 
Food Corporation's determination to he always at 


the forefront of the latest baking and production. 
techniques aly the highest quality 

ards. Lemon Square products go though a 
ented baking proces on a par with the best 


ty. The company has a "Share a Cupcake 


feeling p 
Meye 


uyan, Bulacan ares. The programme aime 


Y Lemon Square 
product with the children in those schools because 


he company believer that good nutrition leads to 


eter performance in school which, ín tum 
the door to excellence in the o 

ig E Food Corp 
v force by being aloy 


Square granted 
scholarships to 100 of is employees’ children, 
sating from kindergarten. The scholarships are 


if he students’ school performance ie 


ng she and Errol plan to keep 


ΜΜΑ f 


perfection at Lemon Square, Dulce 
Αν long as we live. But we hope it will 


Square in, after all, a Supcrbrand. 


= Dulce frst sold her Cheese Cake to Aling 
Paring. whose stall was in Malabon. Cheese 
Coke was first packed in ordinary clear 
Plastic until Aling Paring asked to have it 
labelled, That was when Dulce decided to 
une the name Lemon Square, which was the 
subject of her pradust thesis in college. 


© Lemon Square products are never touched 
by buman hand unt the consumer 
opens the packaging, The bakery is air 
conditioned and sanitized. Stet 
Standards of cleanliness and hygiene are 
«νάνος, 


al 


May Loyola ka na ba? 


LIFE PLAN سم‎ Sors boron and TIME PLAN c 


tne OY ITD Hat Tt Q 97 ωμό rtr et 


THE MARKET 
We try to get the most out of life and, if we can, find 
peace of mind along the way. Crucial to our peace 
‘of mind جا‎ the knowledge that when out time is over 
all the necessary arrangements will have been made 
It is a comfort for all of us to know that once we 
have shuffled off this mortal coil (as Shakespeare's 
Ham 

Loyola has been giving people that comfort for 42 


Today, with 11 regional 


offices and about 33 


serving individuals, farm rate employees 


and other groups of peo all recognise the 


need for the security that Loyola products and 


not just with memorials and funerals but also with 


the quality of its services 
‘Loyola's market continue to grow as more and 


more peuple acknowledge the need to prepare fr 


im Loyola’ outstanding ability to satisfy this need 


ACHIEVEMENTS 
‘Over the years the achievements of Loyola Chapels 
have been recognised not only here in the Philippines 
‘but also abroad. Testament to this is memb 


With the National Funeral Director Association 


and partnership with selected Independ 


Homes and the Intemational Cemetery and Funeral 
۸0 
Loy 


Plans isa pre-need company with intense 


the most exacting business and ethical 


principles. The result is huge success in the sale 


οἵ highly attractive life plans, pension plans and 


education plans. These plans proved 


so viable that 


the company was among the Business World Top 


seal, farther roof of the remarkable succes of the 


HISTORY 


asthe brainchikdof the ate Senate President 


winded in October 19, 1968, 


with is co f helping the Filipinos attain 


first, this seemed an impossible 


Filipinos. 


Loyola Chapels was established 


son for high standards of service 
The 

Guadalupe, Makati in 
has expanded its network by establishing mer 


imt Loyola Chapel was established in 


chapels in Marikina (2000); Sucat, Parahaque 
(2003), Cubao, Quezon City (2004); and Los Baños, 


Laguna 
In 1995 Loyola sought 10 improve its services 
further by introducing its cremation services 


(Cremation has become a more convenient and more 


affordable way for Filipinos to honour their dead 
Thus Loyola became the platform for the 

realisan 

iL 


of it founder's dream. The cornerstone 
Filipino 


on to provide a dignified funeral 


THE PRODUCT 


LPCI' first product was is life plan, which solves 
the kind of problems that a family encounters on the 
passing away of a loved one. Through the memorial 


service benefit, the family of the deceased has a 


Mexible budget to cover the exp memorial 


services, Together with more than 100 certified 
servicing mortuaries nationwide, Loyola assures 
professional memorial administration to ensure 
a proper and dignified memorial service for plan 
holders 

Then tuced a time plan. which is 
۸ flexible saving amme allowing the plan 
holder to build up retirement funds during his or her 
productive years 

Eventually, Loyola created an education pln 
caring to those preparing for their children’s 
schooling 

Loyola Chapels are well-appointed and ai 
conditioned. Each i unique, unlike other mortuaries 
With their usual fourscomered rooms. The chapels 
are built in shapes that break the monotony of 
‘ordinary rectangular rooms. The lighting i designed 
to eliminate glare, contributing to the desired 
ambience. 

Loyola takes pride in its preparation room, which 


in among the cleanest and best equipped in the 


RECENT DEVELOPMENTS 


When the new Pre-need Code of the Philippines 
dated Inc. was 


came into effect, Loyola Plans Con 


the first pre-need company to be given a license to 


operate by the In mmission, Loyola was 


mpany to release education 
benefits to plan holders two to three months before 
the due date 

Loyola is set to open its mega-chapel in 
Commonwealth in Quezon City in the last quarter of 
2010. This expands its rapidly increasing memorial 


services operations 


© 


Loyola will soon lunch a new variant of the 

life plan aimed at peopl 

groups and socio 
Loyola has introduced ways to make it casier and 


om a wider range of 


A corporate tie-up with M. Lhuillier, Shoemart and 
major banks has made payment more convenient 


nfortable for plan holders to pay installments 


siy those in remote 


for plan holders, particu 
And now all the regional offices accept credit and 
debit cards. More efc 


can beter serve its customers 


the company's biggest advantages, entailing greater 


efficiency. A new plan status inquiry system allows 


plan holders to s have been 


made and so reinforces confidence ın the company 

PROMOTION 

Loyola promotes the affordability of ns products 

and services at both the high and low ends of the 

market, because all classes aspire to a dignified 
Loyola mounts campaigns aimed at corporations 


ing atractve packages 
allowing such entities to provide their em 


ith plan benefits 
More generally, the brand keeps itself in the 


public eye with paid advertisements, informative 
prit articles and by appearance 
of Lo 


Tha company maintain offices in portant cies 


Ἢ representatives 
la in the broadcast media 


ing pn s have created an 
excellent sales force dedicated to giving plan holder 
BRAND VALUES 

The name Loyola sands for superior service which 
generation of Filipinos have come to recognise 


and experience during trying times. Driven by its 
ded by iis core 
of commitment excellence and, in the words 


Above all, integrity 


a logo is the etemal flame 


representing the undying love of family best 
pressed by giving them the financial security that 
Loyola products offer 

The logo of Loy 


representing the threefold mission of the company t 


Chapel is the sacred triangle, 


provide the bes service ina highly profesional but 
al way, to bear 
10 those who have les in life and to improve the 


very pen social responsibility 
welfare of employees and agents who distinguish 
themselves by he 

of their performance, 

propnety and loyalty 

Loyola has shown time 


and time again that it can 


Pe trusted and relied upon 


to deliver its promi 


Loyola has proven its 


worth amd cared its 


undisputed lending pre 
need company for 


Loyola has five memorial chapels and two 
memorial parks (in Marikina and Sucat) 
and more than 300 certified servicing 
mortuaries nationwide 


The name Loyola was chosen because 
the company's first memorial park, in 
Marikina, overlooks Loyola Heights in 
Quezon City 


Loyola not only sells products and 
services but also provides business 
opportunities that have again and again 
‘rested millionaires for over four decades 
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MANILA? ‘BULLETIN 


THE NATION'S LEADING NEWSPAPER 


THE MARKET 
Never before has the Philippines been in an 
environment where access to information and 
communication is so abundant and relatively 
Inexpensive, The Internet, 24/7 satellite TV, cellular 
phone news. software, streaming online news 
broadcasts, and other technology have made live 
and “on demand" newsfeeds as easy and fast 
having a cup of coffee. Decades ago, when many 
were saying the advent of technology would erode 
Ve newspaper's audience and that the disadvantages. 
that newspapers have in terms of distribution, 
production co 

Xili them Today, newspapers have not only survived 
but also have a good chance to thrive, assuming that 
‘they adapt themselves 10 a changing and broader 
market 


and technology would eventually 


With he Intemet only penetrating around 30% 
‘of the total (and potential) market, there is ample 
room for print media to expand. With an adult 
literacy rate of 92.6%, the Philippines has been a 
country that value the importance of reading. Th 
isa fact that is directly proportional to the success 
of the print media industry in the country. With 
the population crossing over the 90-million mark, 
Print media remains a strong source of news and 
information in tbe country Then there are intangible 
reasons why Filipinos sili find he physical nature 
and value of he printed paper so alluring 


ACHIEVEMENTS 
The Manila Bulletin has come a long way since 
its beginning as a two-page shipping paper where 
early readership was centered among traders and 
n. Today, the publishing company 
classified 


devoted to 


‘advertisements, which has grown to he the number 
fone venue for entrepreneurs to make their 
businesses known to the public, career hunting, and 
‘other business ventures 


The classified advertising section remains a 
prominent section, more so on weekdays where it 
‘outpaces all other broadsheet in the country 


ina move 
‘old and emerging Fil 
has expanded its range of offerings suitable 
for every member of the family. Aside from 
the daily sections featuring business, 
sports, and lifestyle, 
it provides articles on health, real 
estate, environment, agriculture, food, 
‘motoring, students and campuses, and 
information technology. The broadsheet 
also provides insert magazines like the 
Panorama, Style Weekend, and Digital 
Magazine (as well as special sections like 
Picture Perfect, etc.) -products that 
the varied tastes and persuasions of Filipino 
readers 


As ove of the most successful and 
steadfast brosdsheets im the county, the 


Manila Bulletin has a robust daily circulation of over 
320,000 (390,000 on Sundays) I has also taken bold 
moves to reach out to ns markets by establishing 14 
branches nationwide, The publication continues to 
cater o a wide range of market segments from class 
Ato broad C which constitute the active readership 
base that the company aims to penetrate. 

Manila Bulletin articles are also available 
online. This strengthens the company's capacity io 
disseminate information, a itis able to reach more 
readers around the globe 


THE PRODUCT 
As an established beacon of truth and accuracy 
in the print media industry, the Manila Bulletin 
continues to enjoy massive readership and 
‘advertising sales. Shunning sensationalism, it 
continues to be innovative in presenting information 
without breaking away from it legacy of inh and 


The main section ofthe daily publication consists 
local and foreign news gathered from various 
news outfits and a wide network of reporters and 
news correspondents, Other daily features include 
business, opinion, entertainment (including movies 
and comics), lifestyle, and sports. Weekly lifestyle 
articles are alo provided to increase the network of 
readership. Among these are features on well bein 
home and garden, real estate, motoring, information 
technology, parenting, travel, trends, and fashion 


Weekly magazine inserts are abo included 
Panorama comes out every Sunday and Style 
Weekend is released every Friday. Also available 
every quarter of the year is the Digital Generation 

featuring, the. dtes 
technology and innovative. 
gadgets All these provide 
readers something to look. 


forward to as these 
highlight 
specific topics that 


are of grea intrest 
Speclal-interest magazines. like 
Agriculture, Animal Scene, Cruising. Sense & Style 


und Sports Digest support the company» 


penetrat specific market niches 
The Manila. Bulletin 
comes out with iles such as G 


be able to reach 


more specialized. markets, 


and wyle) und We 


‘he general rending public and establish 


isaya, Bonnawag, and Hiligaynon 


HISTORY 
On February 2, 1900, ihe Daily Bulletin appeared 
Tor he firs time im the Philippines, an se printed 

Ne 10 Cum Quiapo, 


FI Progres 
Mani 


The Manila Bulletin initially established its 

Mentiy a a paper catering primarily to busincer the 

‘Hock marke, busines developments and analysis 

usinew columns, and commercial news sanes 

The paper regularly came out with lat Breaking an 
ant industry and economic news 


The publishing company's longevity has enabled 
ittorecond important events in th country vhi 

om the rivalry between Manuel L. Quezon and 
Sergio S, Oumeha, Sr ο 


the event 
Quezon to take hit place as the fis C 
President, he beginnings o 


AGE = 
پا‎ 


imonweahih 
Word War Il, to the 

post-war 
under de 


M uv 


independent govemment of Manuel A. Roxas 
Recognizing the needs of the times, the one- 
time business newspaper evolved into a general 
newspaper published seven days a week 


The Manila 
Panorama 


Bulletin flourished, adding 
a weekly magazine im 1968, and 
subsequently the tabloid Tempo in 1982, a handily 
camel and read version the 
broadsheet. I added the 
Tagalog tabloid Balita 
in July ef 2005, In 1999, 
the Manila 
same up with various 
response 
to the drvene iere 
οἵ Filipino readers 


ΠΗ 


magnes 


The lenership 


of ihe Manila 
Bulletin wax 
transfered ο 


Chairman Dr. Emil 
T. Yap, 


Reiterating its traditional mandate, the “Good News 
Campaign" offers the audience a fair share of pood 
news, features that inspire and develop hope. 


BRAND VALUES 
Over the years, the Manila Bu 


ın logo has acquired 
characteristic that symbolizes the long 
history behind the publication. It carries a reputation 


a disin 


of a company with a relentless commitment to 

providing truth, accuracy, and steadfast 
service. Although influenced by the 
constantly changing 
company to adheres to the traditional 
values as key to the vs 


comp 
unprecedented success. 


As one of the major information 
Manil 


providers in the country, the 


Bulletin has 


instilled im 
responsibility of bringing about national 
Progress and development and improving 

lives along the way. With its influence and 

readership, 


mane the publication is 
capable of rising through challenges and 


uniting the Filipino towards one goal. 


وس مہم 


The Manila B 
on February 


s ۱۱۱۵ Anniversary 


honored 


dynamics of the market, being the frst broadsheet 
it wei (www mb com ph 


y launched the ePaper, a new way to 
e the Manila Bulletin anywhere in the 
«1 rough a PC 


Targeting 


Overseas Filipino Worker, the. 
wile venue for Filipinos 


abroad 
Inthe las 


ın he latest local news 


progres» and results of ihe poll ما‎ real tme. 


ens to the paper's 
There i ox News Here" advertising campaign. I 
market the paper as a medium that han 

" 

on inge depne 
all he problems 
facing the nation 


ο 


a positive oul 


Fa WI 1۲۲۴۰۴۴۲ 


* The original name of MANILA 
BULLETIN was Manila Daily Bulletin. 


© MANILA BULLETIN i tbe second 
‘oldest English newspaper in the Far Eas 


‘© MANILA BULLETIN has an online 


digital newspaper, in it original layout as 
in print version called E-Paper 
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THE MARKET 
The wellness movement worldwide has spawned 
mew industries to cater 10 the demands of pow 
ον and enlightened consumers. With 
this has come a new generation of health buff, who 
pump ion, run on treni, count calories, and 
Pamper themselves in spa havens. And as quickly 
Sia new dit plan οἱ exerci regime i unveiled. 
‘wonderful concoctions are discovered for therr جانا‎ 
enhancing bench 
Iti in s environment that glutathione was 
scrutinised and eventually 
Wale as. des master 
antioxidant. This distinction 
gave glutathione a superior 
among anoxia, 
which were drawing: a lo 
of atention because of their 
ου 
properties 
it he promise that 
has made glutathione much 
ought i iw side effect, 
of whitening the skin. The 
discovery of Wis eclipsed 
ΚΝ 
i stuck à chord 
he who dream of 
and maintaining a fir 
complexion 
Today, the market enjoys 
‘rusted supply of premium- 
trade reduced” ghuahone 
in Met Tone à brand of 
δίνω that reached the top shorty 
after being launched. Riding the wave of 
the whitening Boom, Met Tarhiooe has 
expanded he appeal of glutathione by emphasing 
teal benefit, especially t reputation for being 
the kind of food that is good forthe liver, which is 
a crucial organ for detonifying the body. The new 


thrust quickly caught on among women and the new 
breed of men who balance looks with wellness 


ACHIEVEMENTS 
Met Tathione' effet on consumers and marketers 
alike is unmatched im its category, Success is 
testament to the strength and relevance of the 
product's efficacy. Today, Met Tathione is the 
undisputed leader in the skin-whitening market. I 
s0 dominant that it has reaped prestigious accolades 
year aer year since entering the market in late 
2004, 

In 2009 Met Tathione began expanding 
internationally going on sale in Indonesia. Singapore, 
Hong Kong and other parts of the world. 

Met Tathione's success has not gone unnoticed, 
id it has garnered a growing list of awards. In 2004 
Won the National Philippine Marketing Excellence 


MET 
TATHIONE 


Award for the Most Outstanding Whitening Pill. In 
both 2006 and 2007 the Watson's HWB Awards 
for the Cosmeceutical Brand of the Year and Most 
Improved Sales Performance (Health) went to Met 
Tathione. N earned more Watson's HWB Awards 


in 2008, for Best in Service Level (Health) and 


‘once again for Most Improved Sales Performance 

(Healthy Rivaling the prestige of Met Tathione's 

Pasinev achievements are the trust and loyalty of 

customers, who include some of the most doled 

celebrities in the Philippines. Its latest endorser is 
Kris Aquino. 

Me Tathione 


was awarded 


2008 and 2009. And with its continuing superior 
Performance, Met Tathione has apain been deservedly 
awarded the right to display the Superbrands logo 
for 2010 and 2011 


HISTORY 
The Met Tathione brand is the creation of White 
Beauty Trading Philippines, a distribution company 
dealing in skin care products and food supplements 
In August 2004, White Beauty Trading teamed up 
with White Beauty Aesthetic Center to establish 
White Beauty Corporation (formerly known as 
White Beauty Philippines Company). Is flagship 
produci was Met Tathione, a dietary supplement vo 
‘whiten and even out skin tone and to counter the 
Undesirable effects of aging on the skin 

During its frst year Met Tathione won a 
Philippine Marketing Excellence Award, and it has 
never looked buck. The company and the brand 
have grown exponentially since then, with Tatione 
rising to the top of its category not long after it was 
launched 


Saperbrand status. for 
Products are shipped to ih 
Philippines, they undergo strict 
assay testing by the Japanese 


THE PRODUCT 
The idea behind Met Tathione is simple: 
chance of good health and good looks wit 
supplement. Apart from strengthening the body's 
resistance to disease with its antioxidant properties, 
Met Tathione also satisfies the desire for physica 
سد‎ 

Met ‘Tathione is a 100 percent premium. 
grade, reduced glutathione supplement imported 
from Japan. Al) the raw materials hat go ino its 
manufacture are alo made in Japan, the most 
trusted source of supplemental pluathione in the 
world today 


Before Μα Tathione 


Health Ministry to determine 
if they contain the same correct 
dosage per capsule as the 
label says they do. This test is 
complemented by a thorough 


hyyiene and cleanliness 
"When the capsules reach 
the Philippines, they are again 
examined by White. Beauty 
Philippines 10 confirm the 
ingredients are pure and in 
the correct quantities. The 
exhaustive testing procedures 
carried out both in Japan and 
in the Philippines ensure th 
Filipino customers get the 
highest quality supplement 
posible 
Each capsule of Met Tathione contains 
250 milligrammos of reduced glutathione, 25 
"miligrammes of alpha lipoi acid (a natural 
moisturizer), and 125 millipammes of sodium 
ascorbate (natural vitamin C). Together, they help 
cleanse the body, strengthen the immune system, 
delay aging, boost sexual potency and prevent 
skin allergies and stress-related disease. Above all, 
Met Tathione whitens the skin by decreasing the 
production of melanin 
‘Another produci that has become a staple 
among women is Met Tathione Premium Skin- 
Whitening soap. Also manufactured in Japan, Met 
Tathione soap contains five potent whitening agents. 
including Alpha Arbutin, which has been ranked as 
the number one extemal skin-whitening agent in 
Japan. It is an all-in-one soap that moisturises fine 
lines as it whitens and protects the skin from sun 
damage. Its efficacy is far superior to that of other 
products on the market that have only single or 
double bleaching ingredient 


RECENT DEVELOPMENTS 
The unprecedented success of Met Tathione in the 
Philippines has inspired its distributor to reach out 
1o customers around the world. To this end the 
products undergo constant reassessment with a view 
to improving them and developing new ones that 
address the needs of new markets 

In 2008, a new soft pack containing 30 capsules 
was introduced and in 2009 Met Tathione also 
launched its own version of sodium ascorbate 
(vitamin C), also manufactured in Japan. 

The company website (www met-mtemational 
iom) has been upgraded with a new online shopping 

A new advertising campaign on the theme “The 
Promise of Glowing Skin" was launched in 2010 with 
Kris Aquino as endorser. This follows the success of 
the Richard Gutierrez advertising campaign, which 
emphasised Met Tathione's beneficial effects on the 


PROMOTION 
Shortly afer Met Tthione' quiet in 
2004, word of its proven whitening benefits began 
1o spread, It was not long before its small base of 


satisfied customers grew, with each eager to spread 
the word about his or her personal transforma 
The wave of testimonials put the br 


hone on the ips of many 
Their stris ultimately became the inspiration 
for Met Tahi Svertsing campaign, which 


created an impact with a bevy of celebrity endorsers 


The 
romise 
of glowing 
skin. 


پیا 


www metintematjonal com 
METTATHIONE 


expressing their satisfaction and pleasure at having 
discovered and used Met Ta 

This series of star-studded commercials has 
become the distinguishing feature of the Met 


Tathione brand. They have provided strong support 
for the vigorous marketing efforts that have brought 
the Met Tathione supplement and skin-whitening 


Hotline: 09175500638 


κο] 


A 


soap within easy reach of more and more women 
and men all over the Philipines 

Below-the-line 
maintained, including in-store consumer promotions 
launched in partnership with the country» leading 
ο. Mercury Drug and Watsons 
(Outdoor advertising another important 


advertising efforts we aho 


such 


ponen 


row Metro Manil. 


BRAND VALUES 
Over the years Met Tathione has established itself 
asa premium brand of potent, reduced glutathione 
imported from Japan, ts Japanese origin speaks 
safety, and reliability 
v. The products are 


volumes about ib. quality 
Trust in Met Tathone so 


widely recommended by dermatologists because of 


their potency and long-lasting effects 

Met Tathione is no, however, known only as a 
whitening product. Met Tahione goes beyond the 
mere promise of beauty to offer otal fulfilment -the 
kind that results from a body glowing with good. 
health wrapped in a fair complexion, which is a 
desirable atribute of beauty 


Met Tal ا‎ ıo the future and 
works tirelessly 10 be a household name and 
‘maintain it market leadership in the skin-whitening 


ye looks for 


arket, especially in the minds 

κ Met T 

‘woman look attractive and desirable thn 
the Met Tatione Premium Whitening S 

the Met Tathione capsule dietary supplement 


None 's dream to make every man and 


® Met Tihione accounts for about RO percent 
‘ofthe glutathione supplement consumption 
in the Philippines. That in eight out of every. 
10 capsules of supplemental glutathione 
sold on any given day 


* Apan from Kris Aquino and Richard 
Gutierrez, celebres i the Philippines who 
have endorsed Met Tatione include Ruffa 
Gutierrez, Angel Locsin, Cory Quirino, 
Tesa Prieto-Valdes, Albert Martinez, 
Jake Cuenca, Jennylyn Mercado, Valerie 
Conception, Andrew Wolf, Lani Mercado, 
Sherilyn Reyes, Maggie Wilson, Daisy 
Reyes and a whole A-list of others. 
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THE MARKET 
Dont sow way sa od 
bucket unica you know 
wer ὑα bew one 
bola wi. reli 
people "le. by. Wie 
Proverb and OROCAN 
Tree up αμ eve 
Asa Kaka of Panic 
Houseware, OROCAN 
make ux your pall 
bases, and picts hol. N) 
να or an ober iid 
Jw igh put in them 
The company abo makes 
spain bl, ova, 
on, dahi diner sad 
inated producir Uke over 
p^ 

'OROCAN solves your basie 
household. problem pale. fu 
tmp cr οϊείος کو‎ vat, basins to wash 
Claes, dae and cba v empi you 
bedrooms, ماشو‎ ont 1o keep your ones 
νικά, pichers for your dii, and dui 
organizers the len.” Al hee prot are 
produced win papin on realty end ql 
Beyond being fictional, QROCAN' Innovatie 
deign to please eur μακρια, 

Ἂν homes pt sel, test iens or the 
voto ve provide v. cur mae cominus o 
iov. OROCAN space saving produc no aly 
uev br prp, b improve theese of 
Πε home. They ae direi lock nice وی‎ wells be 
functional Our ates reduc, he MATESTIQUE, u 
‘n ful td cabinet me o hok ابا‎ tendo 
be hung tether with garments diac best ode 
We dep products to tbe modem ix wich 
ré contin growth, Heng people ive 
fei pee problema Fes à Vat id proving 
basaan 


innovation 


ACHIEVEMENTS 
The brand name was coined in 
1984. ORO, which is gold 
in Spanish, signifies value 
or something. precious 
CAN, which is English 
for container, refers to the 
company's beginnings as a 
maker of pails and plastic 
drums. The Brand OROCAN 
comes from the combination 
of these words, which 
describes a line of products that 
are valuable to own. A direct 
translation would be GOLD CAN 
or GOLD CONTAINER. 

OROCAN started out by making 
pails and basins to address the 
‘omnipresent water cries in cities. It 
then introduced other household tems 
like pitchers, insulated products, and 
dish organizers. In 1997, the company launched its 
CAHA DE ORO line of drawers and cabinets, The 
company now makes Hexi-bones or organizer boxes 
ae well 


HISTORY 
The OROCAN brand was officially developed in 
1984 by Mr. Ko Hu Que, tbe founder, and Ramon 
Go, who has been the President and General 
Manager since foundation. In the beginning. there 
was no factory, just design and sales activities 
In 1990, the company rented its first factory and 
introduced its KOOLIT insulated products, DIMPLE 
PITCHERS, DISHGARD, AND RICE GARD. In. 
1996, operations moved to a new factory. this time 
‘owned by OROCON. Beyond that, machines were 
doubled from seven to fourteen, greatly increasing 
manufacturing capability. CAHA DE ORO 
DRAWERS joined the family in 1997 followed by 
the CAHA DE ORO ROYALE in 2008 and CAHA 
DE ORO MAJESTIQUE Multiple Cabinet in 2010. 
All expansions were implemented to find creative 
solutions to the daily problems we all face 


THE PRODUCT 

OROCAN is proud ofits innovative 

approaches to product design, with 

umque functionalities designed 
into individual wares 

The DIMPLE PITCHER, 

introduced im the 90s, boasts 

a handle design that allows it 

1o be shipped efficiently while 

providing ergonomic properties 

to the shape of the product. The 

‘open-ended handle design enabled 

Jus to nest the pitchers together into 

tube for shipping, saving at least 30 

10 40 percent in shipping costs. This, 


of course, translates to cost efective pricing for 
The DISHGARD provides consumers with a 
modem rendition of a dish drainer. The CAHA 
DE ORO ROYALE was designed for the cabinet 
and drawers to be placed side by side, offering the 
consumer multiple ways to store 
all their clothes in 
‘one space. There 
also the CAHA 
de ORO IMAGE 
DRESSER with 
locks & keya 
clock and vanity 


We also have CAHA de ORO KIDSTUFF Chest 
δὲ Drawers with locks and keys, and even CAHA 
de ORO BAMBINO for your new addition to the 
family. These are all original OROCAN concepts 
and designs. 


The MAJESTIQUE is another original concept 
and design of OROCAN that puts ergonomics 
the storage and retrieval of clothes. It has a small 
cabinet with a shelf on top to put folded clothes and 
ıa fall hanging cabinet at the bottom. The idea is 
to remove the need to crouch down to the bottom 
drawer to retrieve or store clothes. Consumers can 
select their garments from the top cabinet while 
standing with thei collection in fll view. And to 
access their hanging wardrobe, they need only bend 
slightly. Fewer motons and less stress in storing and 
tetrieving clothes is the welcome result 

OROCAN also produces PLASTIC RIGID 
MATTING, which is ideal for poultry and canine 
ages. And then there are CONVEE POULTRY 
(CRATES and CONVEE EGG CRATES. And here's 
a surprise, OASIS pitchers with faucet and ladle 
included 

OROCAN fills household needs for plastic 
ware with products designed to be rugged and 
long lasing—longer lasting than those of our 
competitors 


RECENT DEVELOPMENTS 
AND PROMOTIONS 

Most recently we launched the 
CANA DE ORO ROYALE 
and MAJESTIQUE lines. 
And more variants are in 
the works. We continue 
to advertise on Radio and 
mow cable TV, cresting 
sustainable awareness of our 


Current conditions do not allow us to do major 
campaigns, but we do have small campaigns like 
Bombo Radyo and Cat TV. We also have point of 
sales billboards to enhance our brand image. 


BRAND VALUES 
We are perceived as a maker of good and durable 
plastic products, although not cheap. The OROCAN 
name is now a local collogualism, equating the 
brand with quality and innovation. We continually 
improve our offerings, and while we may not have. 
the entire spectrum of products the market needs, 
we are the best in the categories we nein. 

In our latest product, the MAJESTIQUE, we 
ave introduced into the Philippines the first cabinet 
with an intrinsically pleasing scent. This adds the 
dimension of Smell to household wares, adding 10 
the existing dimensions of Form and Feel. We lead 
the industry and are proud to be awarded the right to 
display the Superbrand seal of excellence, We are, 
after all,  Superbrand, 


‘© OROCAN is coined from two words, ORO 
for Gold and CAN for container. OROCAN 
the “goldcan”, the precious container. 
OROCAN is already an exiting word in 
the Filipino colloquial dictionary. 
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@HILIPPINE 
Prudential 


Life Insurance Company, ING? 


Since 1963 


THE MARKET 
Ν 4 al 


THE PRODUCTS 


Your Key to a 
Secured Future. 


unding anniversary las February 


18,2010, ts Direct Marketing channel 


Plan, an insurance plan packaged as 
an educational plan for children aged 
(91010, This enables the Child insured 


th bday 


sup lo age 21. 


Pilipin 
doors 


A Widow's Toar A ute insurance policy may just be a piece of paper 
but for a widow mana! security tung 


We and direct mail campaigns. in 2008, the 
any launched be Health Support Hospital. APEC 
ome Man, its fit direct marketing product. T tas hd ویر‎ 


Another innovation 


tal income benefit plan for U 


Guarantee Plus plan was launched. a ferm ina mal 
oi 10 care with hospital benefits and returns νὰ bu 
ims forthe life ad accidental death beni a des people were ough on boa κ 
he ۱9۸ yeu ρ 


The Telemarketing channel genernes lex nln offices were opened at Raffles Center 
and creato the best potential. propost for th Linbetial in Cagayan da Oro, Cob 
salon people. Through the telephone calls or text Y Pak iv Cs Cii Nat a 
bry Vo rng the qualified prospects toi varius n 
fies. This efective method brings m the prospe 
to the offices where sales opportunities ar reach 


unique products, he Wealth Bui Wea 
Builder Plus Mans, Hoth are whole Ne plan with 


ine policy 


Alim, 


Philippine Prudential Life has unique 
insurance plans which caters to the 

nior market on a guaranteed 
acceptance basis 


allow. average Filipi 
pita 


and hospital income h 


RECENT DEVELOPMENTS 
Philippine Prudent 


PROMOTION 
Philippine Prodewial Lif 


Life Insurance i 


expand in 


‘Elen Penahorida 


path, and ensures that it c 
this 


3 It, CNN's Hero of the Year 
or 2009, inspired the company with » pep tak 
on leadership Kuya Ef, as he prefers to be 
showed bow the Kariton Klas 

His presentation. was ath 


all Philippine 
Prudential Life sople, some of 


apayan de Or 


ἡ Kuya ۱ 


weekend school, wing the Kariton to reach out to 
ved children in Cavite City. The company 
iployees volunteered 1o assist children at ihe 


Gawad Kalinga (GK) in the 


» metto help 
tion of a GK 


ο wil αι providing mock ponor 
from this project. 2 
BRAND VALUES. 


۹ 


© Philippine Prudential Life is completely 
melted to Prdentallife Plans Inc 
a re-nced company, Nor is it related 
o Prudential Life (Prulife) of UK, or 
Prudential Life of America (Pramenca) 
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THE MARKET 
Utility is when you have one telephone, 
Tuxuryiswhenyouhave wo, opulence 
is when you have three = and 
complete communication is when 
you have PLDT. Since 1928, the 
Philippine Long Distance Telephone 
Company has been extending and 
enhancing is communications 
service throughout the Philippine 
archipelago, E 
The simple dial phone that 
arved so weli borso many yean ena 
Primitive compared othe advanced 
device and networks we take for 
‘ranted. today, Mobile phones 
Which seemed advanced in 1987, 
are museum piece today s we 
oy fourth generation services 
Of course, all this la made 
possible by the phenomenal 
rowth of the intemmet PLDT 
han been a driving force in 
every innovation along 
the ay 


ACHIEVEMENTS: 
When we speak of PLDT's gré 
achievements, it is dificu to 
know where to start. The fist 
was to interconnect local 
telephone services ino a 
seamless nationwide network that 
‘would facilitate interaction amang 
the Filipinos, Another was to 
establish a radio-telephone service 
between the Philippines and the 
United States and other parts of 
the world as early as 1933, Another 
was the launch of Agila Il, the 
Philippines first communications 

in 1997. But the overall effet of these 
achievements is easy to appreciate: over the years 
Filipinos have been steadily forging closer links to 
cach other and to the world at large. 

In 2009 PLDT won the prestigious Employer 
of the Year Award from the People Management 
Association of the Philippines (PMAP) for the 

company's leadership, dynamism amd 
professionalism that mark its human 
resource management operations 
Mostrecenty.hecompany was 
awarded the Superbrands 
seal of excellence for 


promote its products‏ گا 


Rai) لم‎ eric 


sa 


nating 


<> PLDT 


HISTORY 
When PLDT was incorporated on 
November 28, 1928, phone services 
in the Philippines were isolated 
systems allowing you to call 
people only within your own city 
Filipinos were connected neither 

to people in neighbouring towns, 
nor to people on other islands, nor to 
jj people inthe rest of the world These $ 
were the circumstances in which the 
law was giving birth to PLDT was 


‘enacted, 
PLDT stated by acquiring 
many small phone companies 
in the provinces 10 speed Tat f 


acer cgi Ci 


سد مھ انا 
ow laking Fia 1o euh eer‏ 
the werd Guide. Jut on û jut‏ 
ate PLDT vas given imoral‏ 
anchie. tne ink between Manila‏ 
má Bogilo was cashed‏ 
making the first national long-‏ 
itane calls posse. At tht‏ 
‘time, PLDT charged the princely‏ 

vam of P? δ ποπ. 
Te 190. new em began 
for PLDT, when κ became a 
ee oarenien 
Ramon Cojuangco anda سی‎ of 
bren e 
gy bough de contig, sake 
(EAN e company foe OTE of 
New York h wa manent of 
atonal ride for Fg. Under Mr Coane 
esie, PLOT embarked on ambitious expansion 
Some da lel i more Fino oning sad 

سرت بے 

amani mia‏ ہی Cope’ los‏ کر 
peel PLDT tod telle conmaicaon a help‏ 
کا ig ὡς landing of he Gt men onthe moon‏ 
leta servers ín Philippe. Dy 1992,‏ 


cities and reach more than 400 million telephones. 
in 22 countries overseas through DDD. By 1985 this 
service had evolved into National Direct Dialing 
(NDD) and Intemational Direct Dialing 
(DD). 
Wih the advent of 
mobile phone services in 
1987, people were able to 
communicate while on the 
go. Network coverage was 
‘broadened, although it was still 
mach more limited than ×× 
(Casa) now. It became posible 


can 


for subscribers to make calls within 
Metro Manila and any place from 

à o Baguio, 

Tom 1992 onwards many 
new services were introduced. 
PLDT introduced the USA 
Direct Roving Van Service, 

a van equipped with 
cellular phones, to provide 
‘ternational — services 


h 
introdoced were USA Direct 
Mabuhay and Fibernet a point-to-point international 
digital leased line service capable of handling 
simultaneous voice and data transmissions, using 


j) fibre optic cables. 


Inelligent payphones, which can accept coins 
of several denominations, were introduced. The 
Fonkard alse came into vogue, allowing a caller 
to make direct-dial national long distance and 
international calls by using a prepaid card instead 
of coins 
"With the increasing importance of the internet, 
PLDT signed a deal with U.S. software giant Oracle 
‘Corporation to advance the development of network 
computing infrastructure in the Philippines dubbed 
Phil-Net. PLDT also introduced the 
country's first internet hub, called 
the Philippine Internet Exchange 
(MIX), 
In 1998 Fit Pacific 
acquired 4. 07$ percent 
Sube in PLDT for 
approximately. P297 
billion First Pacific brought 
a new culture to PLDT, along 
swith new expertise Manuel V 
Pangilinan became president 
and chief executive of the 
company. The following 
year, PLDT forged a strategic 
partnership with 7۲ 
Communications Corporation 
(NTTCom), a wholly-owned 
subsidiary of Nippon Telegraph 
and Telephone Corporation of 
Japan 
Smart Communications Inc. (Smart), the 
Philippines largest mobile phone operator, was also 
acquired by PLDT. Smart contributes 
‘realy to PLDT's bottom line, thus 
buffering the telecommunications 
giant from the debilitating effects 
‘of declining revenue from the 
fixed-line phone business. 
In 2004 Mr Pangilinan 
became chairman of PLDT and 
ے‎ Napoleon L Nazareno became 
|i resident and chief executive 


Gaw 


k 
ERN Gil 


PLDT still does what it was originally established to 
do more than eight decades ago: allow Filipinos to 
talk to cach other and everybody else in the world by 
phone, wherever they are inthe country or wherever. 
they are on the planet. The difference now, of cours, 
is that PLDT allows many more Filipinos to do this, 
and to do it much more easily and cheaply than in 
the 1930s. 

But the PLDT of the new millennium is so much. 
more than just a phone company. Ii an innovative 
Pioneer, leading force for good in the technological 
transformation ofthe Philippines ~ and the world 

into one big electronic village 

A key step taken in 2000 was the 
formation of ePLDT, the PLDT 
roup's principal vehicle for 
'vextment in information 
nd ‘communications 
technology. Through. με 
many services, the PLDT 
group is now slowly reaping 
"he fruits ofits investments 

BRAINS — an acronym 
for Broad and Robust ATM 
{asynchronoustransfermode) 
and dntemet Networking 
Solutions — was launched 
in 2000 and made PLDT the 
telecommunicatonscompany 
with the fastest, most reliable 
and costefficient voice, data 
and video transmission services 
running through a single multi-service network 

In the same year PLDT introduced ts broadband 
digital subscriber line (DSL) service, which 
allows high-speed access to the internet through 
conventional copperwire lines. 

In 2002 PLDT continued t innovate by 
introducing a prepaid landline service which allows 
subscribers to Toad their phones with PS00-worth of 
als that is valid for two months, with a one-month 
window for reloading: 


RECENT DEVELOPMENTS 
PLT beganupgradingitsnctworktonext-generation 
standard in 2005, to allow voice, data and video to be 
transmitted in digital packets of dat, just as with the 
internet. This means greater efficiency, cost savings 
and more innovative services for subscribers im the 
Years to come. The advance towards next generation 
‘communications entails re-engineering processes 


Integrating present platforms, transforming products 
and roncntng people 

PLDT saw rapid growth of its broadband 
business in 2006 as the group's wired and wireless 
infrastructure was put to work. PLDT MyDSL and 
Smart Bro broadband subscribers more than doubled 
10205000 by the end of thal year. Today, PLDT and 
Smart combined have over one million broadband 
νο 


PLDT has also met the growing need 
for “mobile landlines” with is Landline 
Plus Prepaid service, This lets people 
Keep in touch no matter where they 
are. PLDTY Call ΑἹ and Call All 
Family services let people make 
‘unlimited local calls home without 
worrying about toll rates 
In 2009 PLDT launched a new 
offering with. InemetiiHome, 
which brings instant phone and 
internet to the home Imereti Home 
人 is meant to transform the country 
Cs a landscape 
Te is a two-inone wireless 
communication tool ΙΙ gives people unlimited 
wireless internet access and unlimited phone calls 
for only P990 per month 


PROMOTION 
You might think that PLDT, as a household nare, 
would hardly need any promotion. But so fast and 
furious is the pace of technological change and the 
row in demand for what new technologies have 
Jo offer, that the company strives vigourously to 
keep the public informed of the new products and 
services that i tı continually coming up with. PLDT 
pedia to show Filipinos and the world that 
it is keeping up with and often ahead of the pace 
of technological change, and that it is constantly 
innovating to keep ss customers satisfied 


BRAND VALUES 
PLDT culture of innovation has raised iu 
‘operations to world-class standards and made it the 
best telecommunications company in the repon 
Today, PLDT leads the wireless race, dominates 
the landline domain, operates the premier satellite 
‘company, and has vaulted to the number one position 


in the world of the internet 

The company is determined to grasp whatever 
the future holds fr the telecommunications industry, 
ond give its customers the best that is available, 

But in one respect it will remains steadfastly 
‘old-fashioned: its commitment to serving the nation 
and keeping Filipinos in touch, by whatever means 
are possible now, and by whatever means will be 
possible in the future Iia this dedication that makes 
PLDT a Superbrand. 


do late 2006 and early 2007 MediaQuest 
Holdings, a wholly-owned subsidiary of 
the PLDT Beneficial Trust Fund, and Smart 
joined hands to conduct test broadcasts of a 
‘mobile television service using the Digital 
Video Broadcast-Handheld (DVB-H) 
standard. This was made posible 
through MediaQuest's subsidiary, Nation 
Broadcasting Corporation, which operates 
a network of radio and TV stations. 


e Agla il, te Philippines” frst 
communications satellite, serves customers 
not only in the Philippines, but also other 
countries within the satellite's footprint in 
the Asia-Pacific region. 


REDFOX. 


Redefining Innovation 


REDFOX fores 


ACHIEVEMENTS 
The story οἵ REDFOX in ih 


THE PRODUCT 


HISTORY 


REDFOX 


"aaa 


cer swarî wm sma Af ipad 


REDFOX 
iCITIZEN 


a 


REDFOX 
iCITIZEN 


BRAND VALUES 


MULTI" camer 


Facere 
p ANTT 


we 


Solignum 


THE MARKET 
Nothing counts so much as family. And Filipinos 
Value family, so it comes as no surprise that an 


ultimate Filipino dream is lo own a house, where 
memories of a lifetime will be shared with loved 
‘ones. Whether building a dream house o repairing 
and renovating it Filipino homeowners have made 
Solignum a part of this dream for more than 0 


Solignumistbefistbrandofchoiceforcarpenters 
engineers, architects, and homeowners when it 
comes to wood preservation. It is a solid partner 
οἳ Filipinos in preserving their homes and cultural 
heritage, Solignum has been serving the Philippine 
market for over 50 years and mous with 
quality wood preservation. In fact, Solignum has 
become a genene term that one would easily quip. 
Φορ mo. 


ACHIEVEMENTS 
Solignum as a brand represents quality, reliability. 
credibility and. most importantly, a solution to 
termite problems, wood borers and fungi. This 
is the image that Solignum has built through the 
years. Even after 50 years, Solignum continues to 
strengthen its mark as a leading brand ın the country 
‘with more than a 9094 market share In fact, almost 
all generic brands that tried to compete and get a 
share of the wood preservative market have stopped 
distribution This is a testament that Filipinos choose 
only Solignum for wood preservation— the tried, 
tested, and trusted brand 


Interms of distribution and availability. Setienum 
belongs to fast moving product and is a must have 
item ın the dstnbution channel where hardware and. 
do-it-yourself (DIY) stores dominate. Consumers. 
can find Solignum in more than 7000 hardware and 
DIY stores nationwid 


Solignum wood preservative is also 
vod preservative allowed by the 


toclaimtermite protection Intemational 

Solignum is also acclaimed, with a UK 

Royal Seal Award—a royal proof of 
‘excellence and product quality 


Although atemative building 
materials have become available 

Soligmam stil 
enjoys continaal growth in sales 
Year aer year. Solinum has 
most recently been awarded the 
Superbrands seal of excellence 
2010 2011 . The company 
Will proudly display this seal 
το strengthen and maintain its 
coveted position as the indu 
vanguard 


over the years, 


HISTORY 
Solignum wood preservative haa, for more than 
half a century. been a leader the Philippine market 
Osmose Protim supplies the quality raw materials 
from the United Kingdom. Solignum. 
brown yananis were the frst product 
in the Philippines. In 2010, Solignum scored another 
breakthrough by introducing Solignum Colourless 
AZ Αεεοκοὶ 


THE PRODUCT 
Solignum Wood Preservative is a UK-brand 
distributed by Janine Distribution, Ine. in the 
Philippines. The product has been a global leader 
for 100 years. In the Philippines, it can be found 
just about everywhere To serve the neds of varied 
types of construction and uses of wood, Solignum. 
comes in two variants Sligeum Colourless AZ 
and Solignum Brown. 


Solignum Colourless AZ is used for exposed 
wood that can be painted. Such as decks, eaves, 
floor boards, and wood ceilings Solignum Brown, 
oa the other hand, is used for wood that does not 
need to be painted, such as fascia. trusses, and wall 
frames. All Solignum products ensure maximum 
protection. They donot swell or distort wood, nor is 
there a need for long dying period. 


RECENT DEVELOPMENTS 
To complete Solignum’santisermite campaign, the. 
company introduced Soilguard, its soil tcrmiticide 
brand, to the market in 2009. Solipmum amd 
Soilguard complete the company's Total Termite 
Protection campaign. which educates the market on 
the importance of protecting homes from termites 
inside and ou 


Another breakthrough and first in the market was 


the launch of Solignum 
Colourless AZ Aerosol 
variant, This product 
features the same tried, 


tested and trusted 


preserva 
packaged as 
a ready to use spray that offers extraordinary 

Soligmum Colourless AZ Aerosol 


is ideal for homeowners who want to do i 
job themselves, and for wood that requires less 
application like cabinets, door, furniture, and hard 
o reach areas 


PROMOTION 
Solignum is exclusively 
distributed by Janine 
Distribution, lnc. a gian in 
marketing and distribution 
in the Philippines. Jadine 
has extensive market 
Knowledge and expertise 
in the construction and 


Solignum 


Helping preserve our homes, 
our history, our heritage. 


agriculture. industnes 
Brands distributed by 
Jae Distribution 
lend the market 
segments they serve 


Jardine uses 
both aboveahe: 
line channels like 
TV, radio and 
prin ads, as well 
as belowsthe 

igos 
Jardines key 
strength ds 


education 
campaign 
and 


made 
possible 
by a 


Solignum is the first and only choice of the National Historical Institute 
for the restoration of historical shrines and landmarks. 


Shouldn't Solignum be your first and only choice for your homes, too? 


Here's why Solignum is NH choice- 
"Proven in 5-year local 

and international tests 

“Approved by the Fertilizer 

A Pesticide Authority 

To make ant termite claim 

= Backed by over 100 years 

‘of worldwide performance 


professional sales force and a technical support team 
‘th superior solle 


As part of its Corporate Social Responsibility 
Program, Jardine and Soligmum ww with the 
National Hisoncal Inte to presero and restore 
historical stes ke the Aguinaldo Shrine ia Cavite 
and he Mabini Strive, now lcd i the PUP Sta 
Mea Manila campus 

+ Solignum supports the National Historical 
BRAND VALUES Insite m preserving Philipine berg 
Seligum as a band recent quality. relly by partnering with it in renovating and 
maintaining our heroes" shrines, such as 


credibility and wustwonhy solution 1o termite 
problems, wood borers and fungi. Solipum has the Aguinaldo and the Mabini Shrines. 


buit this image over its many years of serving the 


© Solignum derives from the Latin words 
“Sol” meaning sun and “inum” meaning. 
ο 


Filipino homeowners ‘© Only Solignam is allowed by the Fertilizer 
and Pesticide Authority to bear the ANTI- 


The bold. red letter of the Solıgnum logo identify “ANAY seal on its packaging. 


tts products at the only leading wood presen ative m 
the market that is truly tried, tested, and trusted. The 
brand has created a گنا‎ of its own and has become 
the gener term for wood preservative Such n the 
impact Solignum has made. Who could be more 
deserving of the Superbrand award? 


* Soligmum's recent product development 
the launch of its aerosol variant tat 
features صی‎ νου 
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THE MARKET 
The Man 


peaked Just before the martial law period, when it 

was shut down by the Marcos regime. Years late 
2001, Dante A. 4 The Man 

Times and injected new vigour, Today. The Manila 


which are English-langu 
Manila Times readers af 


enjoys a large share of high-income readers. Reader 
are drawn to The Manila Times because they know 
they will always get fir and incisive treatment of 
the new 
While appre 
The Manila Tin 
ket, It e 


decision maken 


ACHIEVEMENTS 
Since the re-launch in 2001, surveys have confirmed 
۸۸۷ The Manila T now the fourth biggest 


Manila Times won new readers as an independent, 
liable und hard-hitting newspaper 

Since taking over Mr Ang has set new standards 
Tor The Manila Times. The paper has received 


HISTORY 
The Manila Tin 
language news 


would determine the fte of US soldiers stationed 
in the Philipines, so any news from Paris w 
[ ing in the Phi 
saw the business potential of taking advantag 


reat interes. Thomas Gowan, an 


Years later. In 1907, Thomas C 
Kinney bought the paper from Mr Selle. Fil 


‘the then all-Ame 
in 1918, That year the Paris Conference com 


60 


R ied the Manila Times in 1986 
day before the ousting of Mr Marcos. Afler thre 
years, the family sod the newspaper to tycoon Joh 

d he newspaper for about ۳۱۵۵ million 
ber” to a supposedly fraudulent deal, Thi 


with ts firs issue since Mr Ang acquired it, The sue 


THE PRODUCT 
woul deten fate of US sold لہ‎ complement οἵ news, opinion, b ports and 
in the Phi wa from P estyle sections. The Manila Tunes is also a vehic 


while Tech Tin 


BRAND VALUES 
he Manila Times is one of the 
ble brands in 


Health 
and beauty 


monthly ma 
Manila Time 


multinational print a 
buy an issue of The Manila Tim 
îs available in Manila 

The M 
which has been recogni 
Manila Times Co 
Higher Ε κ " a 4 the paper togeihe 
bachelor's degree i - € نے‎ r 4 Mania 
in English, a Bachelor 


fila Who's Wh 
Philippine 


The Manila 


PROMOTION 
After Wo 


‘© Carlos P Romulo, the frst president of the 
United Nations General Assembly, was 
one time a write and editor of The Mani 
Times 


Benigno "Ninoy" Aquino Jt, former senator 
and national bero, was a The Manila Times 
correspondent 


* At one time, The Manila Times was owned 
by President Manuel Quezon, along with 
Filipino businessmen. They sold it in 1921 
to George H. Fairchild, a former senator 
from Hawaii 
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BusinessWorld 


» | DO 


BusinessWorld 


TOP-TOOO 


CORPORATIONS IN THE PHILIPPINES 
as ou" ant 
N 


一 


HISTORY and 


THE PRODUCT 
The Top 1000 — BasinessNod ror مم‎ ποστ 
Corp has 
a lng history 
of providing 
industry. rankings, 
pitting corporate 


performance against 
that 


imo companies that 
stand ow im Weir 


listing Who's In and 
Who's Out of the top 
1,000, differe 

he ` open 
companies from 
also-ran, identifying 
the largest prot 


lom, sho 
"he big 
growers and 
making public. the 
leading upward and 


asing 


downward movers in ranking. The publication also 
tanks listed companies, multinational corporations, 


exporters and government-owned and-contrlled 


corporations in the country 
BRAND VALUES 

The Top 1000 Corporations also includes reports 
con the eco Feature articles 


on the top sth companies 


VoLUmE 23 idely used as year-round referen 


and private researchers, includi 
those in the banking, investment advisory ar 
fund management arenas. The magazine is also a 
useful tool in marketing. identifying where a certain 


‘company stands vis-a-vis its peers in the Industry, 


How do we place a value on sustained 
achievement? We award the Superbrands seal of 
excellence 


* Ladies Who Lunch is an invitation-only 
ο forum for à variety of women 
including buses. women. “household 
chief eaae, and , academics. 
Participants share et insight on opcs 
of portance to the empowerment of 
Women. Most recently, e rum ened 
Mate Ἡ vit ute makeup 
πον. by teaching diferent wicks and 
"erri that professional makeup atts 
hve developed 0 make applying makeup 

PLUS: Profiles of m 
ePLDT Ventus, Amanpulo, 


o inî aso پوت‎ doi 
Landmark TriNoma, and ملا‎ te a ol ut mud μας 
85 other new entrants Business World Best Practices Forum senes 


and other forums that 11 holds 
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CYakult } 


THE MARKET 

He who has health has 
Naku 

vering oa this. proverb 


cultured milk has be 


has everything 

el 

healthy lifestyle since the 1930s in Japar 

1978 in the Philippines. The heywo 

lifestyle. Yakult works on the principle 
opting for the belief 

medine rather than taking in medicine when sick 


d ere is healthy 


And withthe continued growth in public interest in 
wellness in the Philippines today the market wil 
And the growth continues without letup 


"rough the years 
the 


market had enabled the corporation 1 


slt Cultured Milk has which had grown to 
million bottles per day in 
» 20 mil 


ls per day in 2010 wiih the 
the 150 Million 


the increased demand of the product in all comers 
‘of the country. This unprecedented market growth 
and the unexpected increase in the daily demand 


sockbolder of the 


f the product also pushed the 
wired capital stock 


Aller 32 years o 


pesos today serving the nation, 


the company is more than ready 10 ὁ 


wghout the 
mes. And 


prom. 
Wchipelago both 


the concomitant reward that the company has reaped 


und still to collect is assured in the years to come 


There is no stopping the 
this product in a mall bote teeming with a promise 


of good health 


ACHIEVEMENTS 


Dur greatest achievement in oper 


to Filipinos with Vakulr's Cultured Milk Dr Minors 
Sirota, the founder of Yakult Health Drink. dreamt 
of contributing t the health of as many people 
as possible. Success in the Philippine market has 


inved growth in delivering good health 


helped further his dream. 
Over the years, the company enod 

many awards, inching the Cleanest Plant Award 
1989, the Outstanding Industrial 


in 1999, the Most Outstanding Health Drink 
2002, the Top Health Drink Brand in 200, and the 
Most Outstanding Family Health Drink, the Mon 
Outstanding Family Health Drink. the Best Cultured 


Milk Brand, the Most Outstanding Nutritional 
Cultured Milk Drink, and the Golden Cart Award, 
ail in 2006 

Mostrecenly ο ο ο Superbrands 
Seal of Excellence. This 
workdwide ریا‎ 
awarding body has 
chosen Yakult as a 
worthy 


awardee 
Philippines 
because of dm 
market dominance. 
duc its vignicamt 


[e 


οἵ resiliency throughout the years goodwill - f 
being perceived favorable by consumers and 
ite acceptance without question of reservations 


customer loyalty - ince the comnumers choose it 
repeatedly and automatically ever competing hrande 
aed overall market acceptance - for being part of 
the daily lie for the relevant market segment and 
×× automatically onthe comumer lit of choices 
We wi 
Good Health based on Shitais 


proudly display this seal of excellence 
serve the Filipino Nation with 
» and Probioics 


ough a healthy intestinal 


Preventive medicine ih 


HISTORY 
The Yakult story began when Dr. Shirts stadiad 
the sc of intestinal baciata 
ime that 

the mainstream approach im medic 
Microbiol hal yet to he accepted y the sciatic 
community Dr. Shirota succeeded πὶ cultunng the 

in 27 years afler De. Metcbnikoll. 8 
Nobel Prize Laureate 
that yogurt was the key to perennial youth and long 
Me. Dr Shrota emphasized preventive medicine 
and a healthy intestinal tract. He wanted people to 
build healthy bodies that would prevent disease in 
the firs place 


^ prevent dense 
medicine represented 
research. 


revealed his theory 


Yakult Honsha Co., Lid. οἵ Japan was founded 


hy in the 1910s and, in 
hilippines Inc. (YPI) and Yakult 
Marketing Corp. (YMC) were established in 


he Ph venture between Yakult 


Honsha C 


mpany Lumina 
ng Filipino businessmen headed by Dr 
lant 
Makiling, Calamba City began that year 
operations started the following year with a d 
output of 11,500 bones. Dr. Shiota visited Yakult 


Vicente Dy 


Sr.. Construction of e Yaku 


Philippines in 1978 and the provincial dealers 


in Cebu bogan operation, followed by ar 


e 19805 saw 
wh 


many impleme 
supe 


parkets. 


Production capacity reached 213 thousand botes 
The 1990% were aho a busy time, with marketing 


information through fims shown at barangays, 


is institutions. New Shrink Pack 
packaging and two-colored bones were alo 

The plant production project of 1991 
increased daily production to 310 thousand bottles 


a day 
1998 10400 thousand bot 


Production capacity was increased again w 
xa day 

In 2000 production capacity was again increased 

Yo | million botes a day due to the ever-increasing 

demands of the product. The 


company aho 
partnered with the Department of Health that yea 
to fight “poliomyelitis. Other significant events in 
the 2000's include a production capacity expansion 
in 2002 to 1 6 million botes a day and van 


j promotions to continue developing 
the company’s commitment to Corporate Soci 
Responsibility (CSR) 


THE PRODUCT 
Yakult Cultured Milk is the product, preventive 
medicine and good health are the 

is based on Dr. Shirota'sdiscovery of ihe 


pals The product 
actobacilis 

Casei Shiroa Strain. This live lactic acid bacteria, 

which can survive in the intestinal tract, pron 


well being and good health with as many as billion 


ofthe strain. 
Here's ὃ 
quer various physiological barriers if they 


it works. Mic have 


are to remain alive in the human intestinal tact 
These barriers gastric juice and bile are strongly 
bactericidal and kill most of the microorganisms that 


invade the human intestinal tract 
in Yok 
bile, and is able 


nestinal 
of these 


retain. and promote 
More than one hundred million 
beneficial intestinal lactic 


acid bacteria, L. casei, 


are maintained alive in as litle as one milliliter of 
Yakult 

Sold as individual bottles and in fiv 
packs, this healthful drink 

hand helps prevent di 


the young and old alike, as it contains beneficial 
bacteria that may prevent aging 
Milk is 
throughout the Philippines by the c 
and through exclusive provinc 
Yakult Marketing C 

biggest marketing arm of YPI, 
Manila and the suburb, while 


The Cultured 
distributors orate 
ering Met 


he other distributor 
cover the provinces with well-planned territorial 
juridictions. They implement the successful Yakuh 


propagate the product's healthful features to direc 


consumers. Direct Selling to big store outlets is a 
secondary vale 


vend by the Yakult Ladi 


PROMOTION 
Yakult Philippines continues to build on the success 
of its which have 
led to increases in both 


"Ok ka ba Tiyan 


series that began in 2002 is now 
ado Ka 
Hula 


affirmative with "Sip 
"Kasa 
this campaign speaks directly 


With materiale such as 


uniquely Filipino sens And ὃν connecting 


with the previous series, “Sigurado Ka Tiyan 


as a down-to-earth reminder of the importance of 


A tactical 


milk-related products. The advertisement 


itself. Ii ng 
Best Teach 


The ο public school 
performances. Yakult programs have proved so 


BRAND VALUES 
The Yakult Brand, 


the Philippines, has been syn 


Someone hasn't been home. 


mi 


health at an affordable price. To maintain this hard 
he company strives to increase public 
awareness and understanding of Probiotic and 

knowing fully-well tat this 


the changes in lifestyle that 


Preventive medicine 
knowledge will ead 
leads o better heal 
The Yakult Lady 
f distribution and most powerful 

X the company 
since the first Yakult Ladies in the Philippines were. 
trained in 1979. More than 3000 Yakult Ladies now 
Yakult door-to-door as far as Ilocos Norte 
in the north and Zamboanga City ín the south, For. 
the Yakult Lady's daily visit 


System remains the key 


advertising tool Ἡ has been s0 


πι cup of coffee 


Yakuh wil strengthen the health of 
the entire nation, one Filipino body at a time. We 
are, after all, a Superbrand 


Roles of 
© Maintains 


Lactobacillus Case Shirota 


he level of 


Bifidobacterium, another beneficial 
member of the intestinal bacteria 


* Suppresses the intestinal putefactive 


fermentation in the intestine 

# Absorbs potent mutagens and suppresses 

* Known to exhibit anti-tumor activity 

Protects against infections 

# Protects against systemic listeria infection 
in the liver and spleen 

* Protection by lipoteichoic acid drived from. 
the Yak 


6s 


Directory 


A bonne" 

Trade Star Asia Corporation: 
A-plus Supply Co., LTD 

74 Santolan Road 

Brgy. Valencia, Quezon City 
wwwabonne com 


Anniversary Report 
(Annual Publication) 
Business World Publication Corp. 
Raul L. Locsin Bldg. 1 

95 Balete Drive Extension 

New Manila, Quezon City 
wwwbworldonline com 


Asahi 
Asahi Corporation. 
117 P. Parada Street 


+ San Juan, Metro Manila 


wwwasahicom 


Burlington 

Burlington Industries Phils. Inc. 
7353 Bakawan Street 

San Antonio Village, Makati 
wwwburlingtonphils.com 


BusinessWorld 

Daily Broadsheet 
Business World Publishing Corp. 
Raul L. Locsin Bldg. 1 

95 Balete Drive Extension 

New Manila, Quezon City 
www.bworldonlinc.com 


CCA 

Center for Culinary Arts, Manila. 
#287 Katipunan Avenue, 

Loyola Heights, Quezon City 
1108 Philippines 
‘www.cca-manila.com 


C-lium Fibre 
Pascual Laboratories. 
817 Edsa South Triangle, 
Quezon City 


www.c-liumfibre.com 


Fern C 

Fern Incorporated 

GIF Goldloop Towers, 

J. Escriva Drive 

Ortigas Center, Pasig City 
www.fern-c.com 


Fern Slim 

Fem Incorporated. 

G/F Goldloop Towers, 

J. Escriva Drive 

Ortigas Center, Pasig City 
www.fern-slim.com 


Fuji 
First Philippine Scales, Inc. 
33 Araneta Avenue, 
Potrero, Malabon City 
ο ph 


Gadenia 

Gardenia Bakeries (Phils.), Inc. 
Gadenia Centre Star Avenue 

Laguna International Indusrial Park 
(LIP) Mamplasan, Binan, Laguna 
www gadenia com ph 


Globe Tattoo 
Globe Telecom, Inc.Sth Floor, 
Globe Telecom Plaza 1 Pioneer comer 


Madison Street 1552 Mandaluyong 
City, Philippines 
tattoo.globe.com.ph 


